





To all of you Who Attended the N.A.D.L Show 


OUR ITNANEKS 


for your wonderful, enthusiastic reception of 
Schack’s 1958 Christmas! 


If you missed the June Showing in New York, 
SCHACK’S CHRISTMAS will be in your city soon. 
Look for your Schack representative during July and August. 


SCHACK’S GREAT NEW CHRISTMAS FOR 1958... 


...worth watching for...worth waiting for 


A 
Stith INCORPORATED 2516 WEST ARMITAGE AVE. % CHICAGO 47, ILL. 








For Summer~.for Autumn...for Christmas 





..Americas 
most popular 
and exciting 
attraction. 


ORRO 


and His Famous 
BLACK STALLION “TORNADO” 


They are Headline News! 


e Walt Disney's ZORRO 
TV program is seen by 
30,000,000 each week. 


® ZORRO Toys and Togs 
were the hit of the New 
York Toy Fair. 


e ZORRO Theme Song 
is moving fast toward 
the top 10. Has already 
sold 1,250,000 records. 








Tie in with this Greatest of 
Merchandising Opportunities 
for 1958 


*Copyright Walt Disney Productions 








ZORRO AND TORNADO ANIMATED DISPLAYS 


New, for the first time, in small and large sizes. To capture the magic, 
mysterious illusion so characteristic of Zorro’s midnight ride, the 
art work is reproduced on a shimmering black satin type material, 
with red accents, cutout and assembled in dimension. The flashing 
sword is of silver type metallic material. When in motion, the lighted 
surfaces create an iridescent effect. Animation causes Tornado to 
rear on hind legs, fall forward and rear again in continuous action, 
the front legs never quite touching ground. 
SMALL SIZE: 32” high, 22” wide, action operated by standard, easily obtain- 
able battery. Each $16.75 ...5 or more, Each $15.65. 
LARGE SIZE: 84" high, 57” wide, operated by 110 volt AC motor and flasher 
light. Each $197.50. 
DELUXE DISPLAY: LARGE SIZE, FULL ROUND .. . EXCITINGLY ANIMATED. 
Exclusive one store in each city for 1958. Prices and information 
on request. 





ON EXHIBIT DURING DISPLAY MARKET WEEK—June 22 thru 26 
Space 205—Second Floor, New York Trade Show Building. New York City 


W. L. STENSGAARD AND ASSOCIATES, INC. 


1931-1958 346 N. Justine St., Chicago 7, Ill. 
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THE COVER 


This colorful display was the work of 
Hans Erhardt, display director of Grands 
Mogosins Jelmoli, Zurich, Switzerland. 


OUR NEXT ISSUE 


Architect Charles Telchin will be back 
with an important article which every- 
one connected with retailing will find 
valuable and informative . . . There will 
be a full report on the NADI Display 
Market Week .. . 
interesting and timely articles . . . In 
the mail July 20. 


plus a number of 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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on Mary Brosnan mannequins. : | i | 


Williams stages 2 teviific shows 


Oue at Brursoels 


What's the Hit of the Brussels Fair? 

Ask anyone who's been there. 

“American Fashions’’ you will be told. 

They have charmed and fascinated everyone. 
They're being shown on live models and, 

as you might suppose, 




















Dot Williams recently opened 
dali a81@)-) e401 624-101 6b Ol ae lelelendiols 
people 
This one, ‘‘A Thousand and One Nights’, 


has been judged the finest 


sis ." ; a 4, ae | a. ‘ 
ever mounted fo STiserh 


498 Seventh Avenue, N..Y. 18 * Dot Williams. president 
Mary Brosnan Mannequins * Durabelle Plastic Mannequins 








ENTER NOW —DON'’T MISS THE 


1958 


DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1958 
got under way January |. Decide now 
to take part. There are 99 merchandise 
and service classifications, and every dis- 
playman is eligible for the plaques and 
medal awards. This Ninth International 
Display Contest — with 309 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
Ali displaymen are invited to participate. 


There are no restrictions. 
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CLASSIFICATIONS 


. Women's and Misses’ eve- . Notions. 
ning wear. 7. Linens, bedding. 

. Women's dresses. Furniture. 

. Women's sportswear. . House furnishings. 

. Women's coats, suits. . Paints, wallpaper. 
Furs. . China, glassware. 
Bridal display. . Silverware. 

. Lingerie. . Toys. 

. Millinery. . Luggage. 

. Women's footwear. . Sporting goods. 

. Women's hosiery. . Musical instruments. 

. Handbags, umbrellas. . Radios, television sets. 

. Women's gloves, accessories. 48. Gift novelties. 

. Jewelry. . Books. 

. Handkerchiefs, blouses. . Stationery. 

. Corsets, surgical garments. . Greeting cards. 

. Women's bathing suits. . Drugs. 

. Cosmetics, perfumes, etc. . Tobacco, smoking 

. Children's apparel. equipment. 

. Children's footwear. . Groceries. 

. Children's hosiery. . Candy. 


. Infant's wear. . Liquor, other bottied goods. 


. Men's clothing. . Refrigerators. 

. Men's shirts. . Ranges. 

. Men's neckwear. . Laundry equipment. 
. Men's hats. . Lamps. 

. Men's shoes. 
. Men's socks. -A. Major appliances. 

. Men's underwear. . Vacuum cleaners. 

. Men's swim suits. . Kitchen equipment. 

. Men's sportswear. . Garden tools and 

. Men's toiletries. equipment. 

. Men's robes. . Hardware 

. Men's evening wear. . Automobile showrooms. 
. Men's gloves. . Automobile accessories 
. Yard goods. and equipment. 


. Electric and gas appliances. 


. Florist display. 

. Photographic equipment. 
. Optical goods. 

. Exhibit booth. 

. Exhibit display. 

. Institutional display. 

. Civic display. 

. Christmas interior. 

. Christmas facade and 


marquee. 


. Christmas window display. 

. Floats. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered. 
. Showcards, hand-lettered. 

. Banks and other service 


institution display. 


. Travel display. 

. Animated display. interior. 
. Animated display, window. 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display 

. Cotton Week display. 

. Father's Day display. 

. Independence Day display 
. Thanksgiving Day display. 
. Style show setting 

. Interior “‘shops"’, such as 


“Town & Country’, ‘'Bud- 
get’’, etc. 


. National advertiser's display. 
. National advertiser's display 


unit. 


. Miscellaneous. 


Mail Your Entries to Contest Editor 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 99 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 309 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today 
The more entries submitted, the better your 


. and keep them coming. 


chances for international recognition. 


. Any displayman in the world may enter this contest; 
it is mot necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1958. 

. Entry is by means of one or more unmounted black- 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74°’. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the month”. The contest ends December 31, 1958. 

. The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

- Each photograph entered will be eligible for only 
one classification. 

- Judging for the annual awards will be done by an 
outstanding board of well-known display authorities. 
Their decisions will be final. 

. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, cincinnar: 1, on10 
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eWrite now for NEW CATALOG M59 


Showing all models of sign machines 





and supplies 





s THE MORGAN SIGN MACHINE CO. 
"4510 N. Ravenswood Ave., Chicago 40, Ill. 


@ PLEASE SEND FREE CATALOG M59 
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by Odell Uc Whorltr Hughes 2. Hatcher 


DETROIT, MICHIGAN 


“Upson Board is truly an essential 
bd in our Display Department. Hardly a 
pAOn isploy OOW Ls window is ever installed without 
the easily adaptable Upson Board.”’ 


1/10” Easy Curve; 3/16” and 1/4” Upson and 5/16” Upson Striated Panels, ODELL McWHORTER 
all in conventional fiber board sizes. Hughes & Hatcher, 
Also 3/8” for interior and exterior use—sizes up to 8’ x 20’ Detroit, Michigan 


THE VUPSON COMPANY, 127 UPSON POINT, LOCKPORT, NEW YORK 
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136/West 24th Street, New York City, N. Y. 
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GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
THIRD EDITION 


NOW IN ITS 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displcys 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work — in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents anda you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
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Endorsed by the country’s 
foremost display directors. 


PRICE *10 POSTPAID 


Immediate Delivery! 


PARTIAL LIST OF CONTENTS 
Training for Display Work Variations on a Basic Idea 





Recipe for a Displayman 
Common Errors in Dispicy 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Pian 

Birth of a Show Window 
Display on a Small Budget 


The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


reasonable cost. 


DISPLAY WORLD, Cincinnati 1, Ohio 
[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. 
combination orders except Canada $1.00 additional.) 


STREET 


Order Your Copy NOW! 


(All foreign 
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a note of distinction (at low cost) 
wherever you use it 


Display beauty is easy to achieve using Penmetal expanded 
metal. Small wonder... for this is one of the world’s most 
versatile materials, and one of the handsomest. Clean and 
uncluttered, expanded metal dignity blends with any decor. 

Use it for ceilings and walls, racks and shelving, display 
cases. Wherever used — you'll find its smart, trim lines are 
distinctively appealing. 

But beauty is only half the story. Expanded metal is 
strong, functional, light in weight, easy to work with. 





Economical to buy and apply, large expanses can be cov- 
ered at low cost. 

Learn more about distinctive, versatile Penmetal ex- 
panded metal. Send for a free copy of booklet 515-EM. 


PENN METAL COMPANY, INC. 
General Sales Office: 40 Central Street, Boston 9, Mass. 
Plant: Parkersburg, W. Va. 


District Sales Offices: Boston, New York, Philadelphia, Pittsburgh, Chicago, 
Detroit, St. Louis, Dallas, Little Rock, Seattle, San Francisco, Los Angeles, 
Parkersburg 


PM-184 


a name to remember 


e358 





OUR DOGS HAVE THEIR DAY 
THE WHOLE YEAR ’ROUND! 


Yes, the Rovers and the Bowsers you'll find 
on this page don't care what season or month 
of the year it may be. They insist on being 
the center of attraction . . . they demand 
affection and attention ... and what’s more, 
THEY ALWAYS GET IT! These happy-go- 
lucky canines arouse more natural human 
interest “than you can shake a stick at.” If 
you re looking for display material that will 
create curiosity and attract attention like a 
magnet, search no further. From this selec- 
tion of pedigreed crowd-stoppers, you can 
pick out the type most adaptable for your 
display needs . . . not just for this season but 


all year long. 
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Each dog is hand sculptured in papier mache to startling, life-size detail. Legs 
and tails are reinforced with steel rods to guard against possible damage. Poodles 
are trimmed with crushed paper; long haired dogs with fringe paper. 
TOP PHOTO: Scottie (12” x 14”) 
French Poodle (13” x 15”) 
oe In black only. 
Yellow, blue, pink or Fact 
black. Each eT 


Dachshund (8” x 14”) 
Each Head raised or head 
LEFT PHOTO: normal. Each 
Dalmatian (20” x 32”) 
RIGHT PHOTO: 
Standing Spaniel (15" x 21”) 
Playing Spaniel (15” x 12”) 


White/brown or 


white/black. Each 


WHITE HONEYCOMB CASCADE PANELS 

LIGHT, FLEXIBLE AND EASY-TO-ADAPT 
No. GWF-7—Ripple upon ripple presents a cool, clean background for almost any type of 
display. Fullness and depth is achieved through the appearance of rounded 3-dimensional 
vertical rows. Panels are 36 inches wide by 108 inches long by 34% inches deep and may 
be adjusted to fit any height. Simply place the base of the panel in position and raise the 
panel top to the desired height. Panels fold down accordion-style and are 
shipped flat. Available in white only. Per dozen 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 


10 DISPLAY WORLD 





makes displays faster, easier 
with low-cost, unbreakable 


BLOUSE AND SWEATER 
SHELL FORMS 





List Price $4.25 each—50¢ additional each for orders less 
than six. Swivel attachment with adapter for %” and %” rods. 


You don't have to be a professional or experienced trim- 
mer to arrange an eye-catching window or counter display with 
**Easy Pin’’ blouse and sweater shell forms. 

‘“*Easy Pin” forms are easy to pin, because they are made of 
DyLitE—a revolutionary new foam material. Time-wasting 
tucking, pulling and folding problems are eliminated. All you 
do is slip a blouse or sweater on the form, pin it to shape and 
you have a beautiful, flattering display. 

The full, round closed neck and shoulders of “‘Easy Pin” 
forms add a smooth, finished look to your displays. They’re 
precision molded for uniform shape every time. Low-cost “‘Easy 
Pin” forms stay good-looking longer, because they’re washable, 
unbreakable, won't crack, and there’s no paint to chip off. 
Available in flesh tone or white with gold spattering. 

‘**Easy Pin” blouse and sweater shell forms are another fine 
example of the many new and exciting products made of DyLirr 


expandable polystyrene—a development of Koppers Research. 


Jobber inquiries and orders should be directed 


to the manufacturers of “Easy Pin" forms: KO f> Fe E- RS 


Economy Cover Corporation 


369 De Kalb Avenue : PLASTICS 
Brooklyn 5, N. Y. 


FULLY, 19398 
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Hditors Comment 





It is not very often that I mention a specific product of a display 
firm in this column. In doing so now it is only to illustrate a point. 


In a brief stop-over in Portsmouth, Ohio, in May I was shown through 
the plant of Doerr & Associates. It is a big place -- about 100,000 
square feet -- but there was one relatively small section which I found 
especially interesting. This was where the new Coromandel screens were 
being made. The name was explained as having come from a certain section 
of India where long ago the process was developed for making beautiful 
screens of gold-leaf laid on a highly polished black base, weeks of hand- 
rubbing being necessary to secure the finish desired. Some of these 
screens dating back to the 1700's are now highly valuable museum pieces. 


Ed Doerr and his charming wife explained that they had been much 
attracted to the idea of reproducing such screens for display use and 
had spent months in studying the technique and in preparation. The 
result is a thing of real beauty, retaining the Oriental feeling but 
with the frou-frou eliminated. 


Now the foregoing may sound 1ike a thinly veiled advertisement for 
these screens, but it isn't meant that way at all. I mention them be- 
cause they reminded me once again of how display has, over the years, 
adopted and adapted many forms of art for its own use to enhance the 
attraction of merchandise. This I think is one of the appeals this pro- 
fession has for its members. But there is another way of looking at it, 
too. Display has also served to introduce such art to the public ina 
very easy-to-take manner. 


I am thinking now of the Italian culture exhibit presented by 
Gimbels in Philadelphia recently, and the reproductions of a beautiful 
cathedral by Wanamakers, also in Philadelphia, and the themes and 
characters taken from famous paintings for Nativity and Christmas dis- 
plays, and the many similar applications which have been made of art to 
display by stores across the nation. 


Many a shopper has had his or her life enriched by such contact 
with good art, even if in all probability they never even realized it. 
Thus display performs an additional service to the public in addition to 
its regular job of showing merchandise to its best advantage. The intro- 
duction of the shopper to art in its various forms may be purely inci- 
dental to the real purpose -- a by-product in many cases -- but it is 
there just the same... 


Do you have a problem concerning store design, layout, fixturing 
and the like? DISPLAY WORLD recently retained the services of Telchin 
& Campanella, the well-known New York City firm of architects, to answer 
such questions for you. Thereis no charge for this service, but of 
course it can not include such things as plans, special sketches, 
specifications, etc.... 


A lot of national advertisers still have not awakened to the selling 
job display can do for their merchandise within the store. Those who 
have been experimenting with such things as permanent point-of-sale 
merchandising displays can testify to their (Please turn to page 54) 














We are celebrating. . 


1833 33 Jun 195th 1958 


It pays to. 


Insist on a PROVEN PRODUCT = ja RELIABLE SOURCE 
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e INSPECT your DELIVERIES — a 
e DON’T ACCEPT A SUBSTITUTE — % 7 


For your protection each carton 
of Bulkton Seamless is sealed with 
Bulkton Tape. 
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We Are Flattered .. . 


Competition continues to copy 
Bulkton's colors and color names 


However...Don t Be Switched 


INSIST on a Proven Product 
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( @ The COLORS are BRIGHT and 
VIVID 
@ SNAPPY RIGIDITY makes _ i+ 


easy to work with 
because ‘ @ The FINISH is ANTIQUE for 






true color value 
@ The PAPER is UNI- 
| FORM and CLEAN 

















BULKTON is known for 


e Quality e Service 
e Dependability 





BULKLEY DUNTON & (0 INC DISPLAY CORRY PA TELEPHONE 
7. e DIVISION ’ © CORRY 2-8257 
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What's Ahead For 
Fixtures And Design? 


By LAWRENCE J. ISRAEL* 
Copeland, Novak & Israel, Architects, New York City 


“Today most of the well designed department store plans are 
rectalinear. They are functional and clearly defined. They 
provide for the placement of fixtures, islands. and depart- 
ments on carefully calculated avenues of exposure. Good 


planning today seeks to identify departments easily and clearly.” 











would like to discuss the post-war trends 

and objectives in store planning and 

design, and, in evaluating their devel- 
opment, predict what we think lies ahead 
in the realm of department store design 
and fixture manufacturing. [ shall limit 
myself to discussing store interiors with 
relation to selling space and fixtures. 

The post-war revolution in distribution 
techniques is best symbolized in the subur- 
ban branch of the department store. The 
mushrooming of suburban developments, 
brought on by the rapidly rising post-war 
birthrate and the vastly increased  pur- 
chasing power, bringing in its wake com- 
plete mobility of the population, created the 
social and economic forces behind the devel- 
opment which we now see everywhere 
around us. 

The concurrent problems of high labor 
costs, mexperienced, youthtul sales person- 
nel, need for speed in transacting business, 
name brand advertising, packaging, new 
devices for moving goods in and out, and 


the ever essential element of time — all 
these were the components that led to 
what we now call “simplified selling.” Time 


in the modern store means time saving, 
which, in turn involves the inter-reactions of 
“labor saving” and “customer convenience.’ 

Let's look back and see what the early 
post-war ‘department stores were like. How 
did they try to solve the problems | have 
just named? I’m sure you all remember 
those first few stores with their new tricks 
of designs. I call them exercises in curva- 
linear forms, in free-flow plans, in modern 
baroque profiles, in effects of streamlining, 
of the peg-leg, of the dangling torpedo- 
shaped light fixtures, of varieties of woods 
and wood finishes, of expanded metal and 
padded upholstery, and some of the first 
of the slick plastics. There were splayed 
uprights and a whole world of forms 


—Upper left, "The New Look": metals and 
plastics. The store is Macy's, New York City 
. . . The author is seen at the upper right. . . 
At the left, “accepted standards, plus maturity 
of design" — Gimbels, Upper Darby, Pa. . . 
{All photographs by courtesy of Copeland, 
Novak & Israel, New York City) — 
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borrowed from surrealist designs, exposi- 
tion, and display techniques. 


Soon after came the revolution in 
packaging. This led to more concentration 
on the fixture itself. Showcase, counter 


and table were re-analyzed, and a whole 
new vocabulary of fixture items came into 
being. “Self-selection” was the magic word. 
Open counter line units, flexures, buildups, 
and inserts by the thousands were tried. 
Some were adapted, many more were aban- 
doned. 

During the same period the impact of the 
vastly growing food super-market was being 
telt deeply. Here the techniques of mass 
display and mass depths of assortment were 
exploited to the utmost. Floor areas were 
earning more dollars per square foot than 
ever before. But the fundamental lesson 
learned from this revolution in merchan- 
dising was that in self-selection, the fixture, 
as such, is obliterated: the color and volume 
of the merchandise so dominates that it 
virtually disappears. The display of the 
merchandise is what counts. 

From then on, the emphasis in design and 
construction of store fixtures was directed 
towards simplification and standardization. 
And I should like to say here that manu- 


"Address before the Conference of the National 
Association of Store Fixture Manufacturers, Chicago. 
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facturers of store hardware components con- 
tributed greatly to this tendency. Ingenious 
devices that allowed for simplified construc- 
tion and flexibility were soon flooding the 
market. If the first of these were rather 
over-shiny and gaudy, looking more like 
they were intended to be for a hardware 
store or automobile appliance outlet, never- 
theless they did succeed in helping to solve 
some of the problems of support and adjust- 
ability. The carved wood upright gave way 
to the metal strut. Stud wall partitions were 
replaced by metal strut and panel. It be- 
gan to look as if it could all be done with 
a Meccano set. (I might add that this 
brought out some mighty loud groans on 
the part of the fixture manufacturers.) 
At about the same time the miraculous 
plastics industry was making gigantic strides 
forward. A hitherto undreamed of group of 
surfaces, forms, colors, and textures be- 
came popular. They had formidable tech- 
nical names. But it didn’t take long to 
recognize the many advantages of the im- 
pervious surfaces and the infinite varieties 
of color, pattern, and texture. Once again 
the traditional techniques of wood crafts- 
manship were challenged by a new concept 


—The radial plan described in the article, as 
used by Abraham & Straus, Hempstead, L. I., 
New York— 





and a new product. And even more im- 
portant, the interiors of our stores assumed 
a new look, a new character. Little by 
little, color and sleekness began to replace 
the tradional warm tones of natural finish 
woods. 

A new trend has been consistently devel- 
oping—a trend away from architectural 
and decorative tricks — towards a 
awareness of color, the use of plastics, and 
a more standardized selling fixture 
embodies new packaging, depth of display 
technique, and a flexibility through the use 
of metal components. 

I think we all recognize that today there 
is a high degree of standardization in store 
design. Tricks and the blatant screaming 
after novelty and originality are no longer 
sought even by the most commercially com- 
petitive firms. Although still far trom per- 
fect, I'm sure you will agree that our newer 
stores today all have in common a mature 
dignity of design, based on many accepted 
standards. These standards, in turn, 
become instruments towards the creation of 
what we call store character. 

Today store character has become the 
goal of every enterprising retailer. It is a 
store’s public expansion, its face, person- 
ality, meaning. From the standpoint of in- 
terior design and construction, what estab- 


new 


| 


W hich 


have 


[Please turn to page 50] 
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Exciting D 


NCHANTING 
pools, 


settings with summer 
e€Xotic tropical foliage, 
ingenuity turned recent 
Manhattan windows into exciting centers otf 
took on 
dimension of appeal when tocused 


pardens, 


‘ ‘ ‘ 
and plenty of 


terest (,lamorous merchandise 


a6 , 
ined 
Aatitict 


| 


ithin such settings. For one series, how- 
ever, that of Macy's annual tloral windows 
prior to Mother’s Day, no merchandise was 
shown, since the event is purely institutional. 
Annually the 
show, a high point in Macy promo- 


windows become a tremendous 


tions and an exciting, much anticipated event 

r Manhattan. 

Shoes clever setting and 
laws of gravity when Laurence 
Reiter, display director tor Andrew Geller, 
used a tight-rope strung taut between white 
bamboo poles over a mass of purple tissue 


The tissue was crushed 


came in tor a 


’ ‘ 
Lm er > 
aqened the 


first photograph). 
slightly to cover the entire floor and stand 
up into the window area. The backwall was 


hlack 
\ large Japanese parasol in purple was 
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suspended at the center of the rope, while all 
along the rope were the shoes — all in beige 
tones — some arranged in walking position, 


one hung by its heel to the rope. A brown 
stood atop the first pole. A 
bag was suspended near the opposite pole 
The poles were held taut by white guy wires 

Pools appeared in several windows in 
Manhattan recently. Among the first was 
one in the big corner window at Gimbels, 
where the display director, Luke Maletich, 
centered a fountain in a blue lined pool sur- 
rounded by green planters with ivy and 
pink azaleas (not illustrated). Floor and 
wall were green, the base of the pool white 


shoe brown 


—At the upper left, by Laurence Reiter, 

Andrew Geller's Upper right, by Paul 

Vogler, Lord & Taylor . Lower left, by 

Laurence Bartscher, Henri Bendel’s . . . Lower 

. [All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City) — 


right, by John Foley, Macy's 





isplays In Manhattan 


By CLARA BALDWIN 


Eight mannequins were posed in the setting 
Paul Vogler, window display director tor 
Lord & Taylor, added new dimensions to the 


pool idea by turning one of his multi-level 


windows into a deep, tropical pool setting 
(second illustration) Deep below floor 
level, water bubbled up into the pool, water 
which was so clear that rocks and sand 
showed through it. All around the pool 
were aged, weathered rocks and water 
plants. Bamboo grew in a clump at one 
side. Large-leaf lily plants were placed as 


though growing naturally Mr. Vogler 
might have picked the whole setting up from 
some spot and transported it 
into his window. 
A weathered, 
over the water, the pier at normal window 
floor level. Beside it was an ancient carved 
wood figure wearing a pink lei, the figure 
placed on top of one of the pilings of the 
pier. A small read “The primitive 
carvings are from the Carlebach Gallery.” 
Legend for the was “The print 


exotic intact 


wooden pier extended out 


sign 


window 


DISPLAY WORLD 























plus — just one of Donald Brook's superbly 
distinguished ways of summer dressing. 
Four mannequins were posed along the pier, 
wearing the featured costumes. The first 
wore a print in orange, brown, black, and 
green with matching print shoes, a natural 
straw hat, gold bracelets, and multi-strands 
ot beads. The second, who leaned against 
the primitive figure, wore a black skirt. 
a print jacket, black shoes, black hat, and 
black beads. She held a second pink lei. 
The third figure was in a black ensemble 
with strands of blue beads. 
and yellow 


sright orange 
painted sea creatures were 
stuffed in the top of her black bag, with the 
claws of lobsters protruding. The fourth 
mannequin wore a print dress with match- 
ing shoes, pearl jewelry, and carried a red 
Japanese parasol. 

The backwall for the window was a green- 
grey with a metallic quality. 

At Henri Bendel, Laurence Bartscher, the 
display director, used tiny pools in mysteri- 
ous, vine hung settings to point up a Cap- 
tion which read: “Our flowering silks for 


a midsummer night’s enchantment — $325 
and $425 — Henri Bendel.” Simulated rocks 


and moss covered the floor to the pool's 
edge (third photograph) and cut grass was 
strewn along the window ledge. White 
pebbles marked the pool edge, and tapered 
past green-painted stones into the blue pool. 


More 


rocks were placed in the pool for 

stepping stones, and it was on these that 
the mannequins were posed. 

Jagged-edge curtains of blue and green 


net were suspended to create a film among 
the vines of smilax tangled through the win- 
dow area, and behind the vines and net the 
backwall was a deep blue, indicating night 
A tan placed out of sight blew the net gently 
to suggest the night breeze. Pale 
curtains framed the window glass. 


green 


Two mannequins wore the flowered silks, 
each in blue print, with blue satin pumps 
and white gloves. 

This year Macy’s flower theme was tied in 
with the store's big year-long anniversary 
celebration and the caption for the Broad- 


way series of flower windows was “Solar- 
ium, Circa 1858 — just one of the stars of 
Macy's Flower Show — bigger than ever 
for our 100th anniversary year. Come in- 
side and see our enchanting show — Macy's 
gift to all Mothers.” 

The backwalls of the window depicted a 
cloud-filled sky and a soft, pastel landscape 
stretching off into the distance. In each 
window John Foley, the display director, 
centered a black framework which suggested 
a solarium. For the one pictured, the floor 
of the solarium was covered in a _ pink- 
veined simulated marble. More of the pink 
marble covered the shelf around the solari- 
um and was used for the long window box 
extending the full width of the window just 
inside the glass. To repeat the veining et- 
fect of the marble, foliage plants with pink- 
below the 
fuchsia plants 
Centering the 


were massed 
Blooming 


boxes. 


ish veined leaves 
solarium — shelf. 

were in the 
solarium area was a huge white urn filled 
with red roses. A second white urn of red 
roses was placed to the right, center, of the 
shelf. Other red and pink blooming plants 
stood in pots on the shelf or were suspended 
by brackets tastened to the tramework. A 
papier mache lady in a _ pinky-red dress 
with black trim was placed at the left side ot 
the solarium as though admiring the plants. 

Beyond the solarium, on either side of the 
window, shrubs, ferns, and trees were ar- 
ranged as though growing in a _ tormal 
garden with walkways leading oft through 
mossy borders. 

Each window had its own color plan and 
the marble veining in each blended with the 
color scheme — pink in this, green in an- 
other, yellow in a third. 

Tom Lee defied the laws ot 
a towering stack of hat boxes tor a clever 
millinery window at (,oodman. 


window 


gravity with 


7 


Beredort 


The copy was lettered in lavender and read, 


—Lower left, by Tom Lee, Bergdorf Goodman 
.. . Center and lower right, by Henry Calla- 
han, Saks-Fifth Avenue . . 

Gene Moore, Tiffany's— 


Upper right, by 





“Headquarters for a beautiful lift — ready 
to-wear hats, street floor.” 
The floor was carpeted in beige and the 
curtains were a pale beige, making a perfect 
backdrop for the lavender hat boxes 
ot blue and rose net cascaded down beside 
in the stack, and more 
net was shoved into the tops of open boxes 


Seven 


Drapes 
the boxes from high 


placed 
the net in the opened boxes, and each head 
torm wore a black hat 

A grouping of perfume bottles was 
near the 


head torms were 


in among 


card at the base 
box pyramid, and strings of 


strung here there 


Copy i 
blue 


from box t 


rose and 
beads, and 
box, completed the unusual setting. 

A series of windows at Saks-Fifth Avenue 
used the mysterious, 
summer night's enchantment tn garden set- 
The floor 
peat moss with strands of grey Spanis! 
trailing over it 


exotic atmosphere of a 


tings. was covered in greenis! 


moss 
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Display And Decor At The New 


TREAMS ot air keep out the weather 

but do not impede the flow of customer 

trafhc into the promenade arcade of 
the Stern store in the Bergen Mall Center, 
John Graham & Co., and lo- 
cated in Paramus, N. J. In effect, the build- 
ing is designed with two first floors, each 
different parking level. The 
corridor, or promenade arcade, is located on 
the mall level. 


designed by 


located on a 


The outside wall of the arcade is glass 
trom floor to ceiling, creating a feeling of 
out-of-doors. A balcony overlooks 
the promenade, and during shopping hours 
curtains on the windows are drawn back to 
two-story 


being 


reveal the expanse of glass, 
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accentuating the indoor-outdoor 
aspect. Display islands flank the arcade. 
Entrances to the store are through 
opening between island counter units that 
back the display islands along the corridor. 
Incidentally, coffee is served in this corri- 
dor early in the morning to customers wait- 
ing tor the store to open. 

Actually the store has three selling floors 
and a selling basement. The building front 
is two-tone, with green columns rising 
against a white marble facade. The main 
building is constructed of brick. An orange 
panel placed against the green-trimmed 
white front carries the store name in large 
black letters that are clearly visible through 


further 


aisles 





the huge parking area. The front 1s slightly 
curved, with graceful white columns sup- 
porting the promenade deck and the second 
level parking space. An outside stairway 
leads trom the lower level to the upper 
(mall) level, permitting outside access to the 
store from either level. 

The interior of the store, which is owned 
by Allied Stores Corporation, was designed 
by the Allied Store Planning Division. 

The lower level is devoted to sporting 
goods, toys, games, appliances, housewares, 
and similar merchandise, as well as lounges. 
The mall ready-to-wear and 
furnishings for infants, children, boys, and 
men, ladies’ accessories, cosmetics, lingerie, 
millinery bar, notions, stationery, luggage, 
and fine foods. The second floor has ladies’ 
apparel, specialty shops, teen age and junior 
girls’ clothes, ladies’ lounge, beauty salon, 
and accessory boutique. The third floor con- 
tains the furniture, home decorating shop, 
model rooms, rugs, books, etc., as well as 
the credit offices, more lounges, the coffee 
shop, and the Skyline dining room. The 
basement has budget-priced ready-to-wear, 
and turnishings for men, women, and 
children. 

Displaywise the store is a jewel-case for 
merchandise. Every detail of design en- 
hances display, and everywhere one looks is 
seen another handsome, feature display. 

The jewelry department, located on the 
mall level and illustrated here, gives a good 
example of the island counter units. It 
faces into the store, backed against alternat- 
ing panels and brass screening the reverse 


level houses 


—Upper left, the jewelry department is located 

on the mall level . . . Upper right, display units 

in the toy section are large drum-like circular 

tables which are self-lighted . . . Left, part of 

the bridal and better dresses section . (All 

photographs by courtesy of Retail Reporting 
Bureau, New York City)— 
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Sterns, Bergen Mall 


side of which torms the backdrop for the 
island display in the corridor outside, visi- 
ble in the background of the illustration. 
Crown designs, painted on the panels, are 
an appropriate decorative motif for the jew- 
elry department. As permanent fixtures for 
the department there are three unusual plas- 
tic display cases set on a curved white plas- 
tic table which leads trom the end of the 
counter around beside the island display 
platform in the arcade. The island plattorm 
is guarded by a low white railing that pro- 
tects the displays arranged on it. These 
displays are groupings of mannequins wear- 
ing featured costumes. 

Within the department, the counters have 
wood ends and white “Formica” fronts with 
brass frames. Displays of merchandise 
are arranged in the plastic cases on the 
curving table top, as well as in counter cases 
and wall cases. 

To enhance the design and the displays, 
the support columns in the jewelry section 
and in other departments adjacent to the 
corridor are faced with mirrors. Columns 
in other departments through the store also 
have mirrored sides. In fact, columns have 
become decided assets in design and display 
treatment throughout the store. 

Departmental signs are of metal, fashioned 
to girdle the support columns and project 
forward. The signs are finished in different 
colors to carry the identifying names of the 
various departments. 

Easy-to-read store directories have white 


—Top, left, a triangular space along a diag- 
onal aisle is used for a casual shoe and slipper 
section . . . Upper right, each column along 
the main aisle of the second floor marks the 
spot for an individual display platform with 
gold edges and with brass squares set into the 
white plastic top .. . Right, part of the 
millinery department; round and square stock 
tables are used— 


GLY, toes 


plastic letters covered with protective glass 
on large wood-grain panels. These panels 
are fastened by brass bands to columns in 
front of the escalators. A white overhead 
canopy carries direct lighting to aid in di- 
recting trafhe as well as to enhance the 
decorative value of each directory unit. Live 
plants grow in the top of each canopy, and 
lighted plastic letters set in the triangularly 
placed sides of the unit indicate escalator 
direction. 

and central aisles are 
Individual shops have 


Main trafhic areas 
floored in terrazzo. 


their own individual floor treatment, in 
keeping with the decor of the particular 
shop. To describe the shops in detail would 
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By CLAIRE BROWN 


take tar, far too much space, though each 1s 
a complete unit worthy of 
It is possible here to 
spots. 

One especially unusual section makes use 


specific mention 


hit only a few high 


of a triangular space along a diagonal aisle 
This is the casual shoe and slipper section 
pictured. 
chair area and display space, yet easy clerk 
traffic, with stock readily accessible through 
a centrally located door leading into the 
stockroom back of the display panel. (This 
is typical of the perimeter stock rooms on 
the upper floors.) Pastel stripes decorating 
the drop ceiling lead the eye back into the 


[Please turn to page 60] 


The arrangement provides ample 
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Display Angles In Chicago Windows 


By RICHARD DAY 


HE sturdy little elm trees planted in 
tubs along State street have regained 
their tull leat to cheer the city s shop- 
pers. In apparent competition with nature 
the recurrent theme in recent Chicago dis- 
play has been based on man-made geometric 


forms. Widely varied in_ interpretation, 
they were very effective with the summer 


merchandise displayed, as will be discussed 
a bit later. 

Joe Kries, director of 
Fitth Avenue, 


Saks- 
window 


display at 


had a charming 
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aimed at the gay young set. Crepe paper 
streamers were banked across the back wall 
and another tier was pulled to either side 
with ribbon tiebacks. In the center a round 
table with a two-tone 


loped cloth that fell in full, graceful folds. 


was covered scal- 


Each scallop of the short overcloth was 
fastened with a gilt paper lace circle. On 
the table sat the heart of every juvenile 


birthday party — the 


all the trimmings. 


birthday cake with 
A papier mache poodle 


wearing a birthday hat sat on a gilded wire 


chair and hungrily eyed the luscious tood 

Small mannequins of various sizes stood 
around the table. The girls wore 
full-skirted pastel party dresses while each 
boy age 
Balloons and confetti scattered on the floor 
attested to the success of this birthday party. 
Kries captioned the window, “SFA’s party 
fashions with all the trimmings.” 

Virginia Paxson and her staff at Marshall 
Field & Co. designed State street windows 
that atomic. The effect 
highly dramatic. The display pictured in 
the second illustration was of black tashions 
against an all-white background 


posed 


wore a suit appropriate tor his 


were almost was 


accented 


by flame-colored polka-dot panels, strung 
spheres, and star-like shapes. 
Mannequins wearing sophisticated black 


chemises posed on plattorms supported by 
rod-and-ball legs. Scattered about on the 
floor were several astral-like shapes. Framed 
panels ot flame and white polka dot ma- 
terial were suspended from the ceiling. More 
star shapes were suspended among the panels 
Heavy cords hanging trom the ceiling were 
spaced irregularly with colored balls, giv- 
ing the look of an atomic chain reaction 
drawing. High-key lighting completed the 
forceful effect of the display. “Underlining 
the very chemise .. . the lively 
hemline pleated, flounced to mark the 
shorter skirt,” read the window caption 

Carl James, display director at Mandel’s, 
created a very interesting display of rain- 
wear set off by honeycomb-like panels. These 


newest 


consisted of slender white-painted wood 
strips forming hexagons, some of which 
were open and some glazed with translu- 


—The display at the upper left is by Joseph 

Kries, Saks-Fifth Avenue . . . Upper right, by 

Virginia Paxson, Marshall Field & Co. ... At 
the left, by Carl James, Mandel Brothers— 
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cent plastic. One ceiling-height panel at the 
leit front of the window provided a 
through effect. A second panel was framed 
in white wood and suspended at the right 
rear of the window. Beneath this panel 
was a low plank platform. White potted 
daisies were lined up along the platform's 
edge. In front of and on the platform, 
three mannequins modeled the latest in 
rainwear. 

Since Mandel’s [03rd birthday theme is the 
daisy, this symbol was repeated in a sign on 


see- 


the back wall, large daisy cutouts fastened to 
the back wall, and a bouquet of the blos- 
soms on a wire standard near the manne- 
quins. Accessory displays at the front were 
arranged on daisies of bent wire. Topping 
them all was a spectacular ceiling-height 
daisy at the right front of the window. On 
it crawled a fat bumblebee. 

Jack Boghosse, display director at Gold- 
blatt’s, coordinated a windows 
with abacus-like props (fourth photograph). 
These were ceiling high. Black wood frames 
were strung with wire in a squared pattern. 


series of 


—At the left, by Jack Boghosse, Goldblatt's 
..- Upper right, by Harry Meyers, Rothschild's 
. . « Lower left, by G. C. Bowen, Lytton's . . 

Lower center, by Clement Bradley, Carson Pirie 


Scott & Co .. . Lower right, by Virginia 
Paxson— 

On the wire bright-colored wooden balls 

resembled counters. Black-painted hard- 


board circles lettered in yellow carried the 
message, “Fashion counts on colorful casual 
cottons,’ with a third circle giving the 
store location of the merchandise displayed. 
More yellow circles were scattered on a 
floor ot black-painted wallboard. Strategi- 
cally placed lights cast interesting shadows 
of the props on the rear wall. 

In the window 
played swim suits with matching or coor- 
dinated beach coats and appropriate beach- 


pictured, mannequins dis- 


wear accessories. The price of each item of 
clothing was given on a small card at the 
mannequin's feet. 

Harry Meyers, display director of Roth 
schild’s, emphasized another geometric form 





At the right front of his window was a ceil 
ing-height panel of white interlocking cir 
cles At the 


rear a strip of the circles 
topped a white tabric panel printed with 
carnations. These provided a lacy and 


teminine background for an array of lu 
gerie, jewelry, and accessories displayed on 
Two manne 
hats and tull-skirted 


platform. On another 


a low platform in the center. 
wearing large 
flanked the 


quins 
dresses 


platform a mannequin bust displayed the 
crowning glory of feminine wear a mink 
stole. 

G. C. Bowen, display director ot Lyt 


wood-tramed grids of oversized 


tons. used 


chicken wire. Slender wire was bent and 


bound in the familiar fence pattern, forming 
hexagons. Two lengths of wide satin rib- 


bon were laced through each panel. On the 
back wall near the panels were two ribbon 
and-lace-trimmed bouquets of roses. (Con 


trasting with the severe props were tu 
worn by tw 
Accessories 


pa ft P t| 


| , 
skirted dance dresses manne 


quins. The gowns were black 


[| P 
Cust 


urn 
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By ROBERT M. HEILBRON 


These windows are our first fall story. I 
feel that this is the time to stress the woolen 
story in rustic settings: suits and coats for 
women, a mixture of outdoor sport and city 
wear for men. Also it is a time for some 
elegant fall shadow-boxes for the interior. 


The first sketch uses two panel screens 
with garments hanging on them by fancy 
rattan hangers. Painted egg-shape millinery 
heads are set on the floor. Fall leaves hang 
in the background and are scattered on the 
floor. 


This men’s window requires just three 
ladders, preferably wooden, that can be 
painted to go with the background. Also on 
the background stretch '%-inch black roping 
as shown. 
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The very fall-like window of the general 
store and post office theme gives an im- 
pression of many props; this is not so. The 
background can be done in display paper, 
and the pot-bellied stove most certainly can 








be found in a second-hand store. On the 
floor sprinkle natural cork. 
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The outdoor sports window has few props 
— Audubon prints of game birds, a brick 
(paper) covered wall, and a papier mache 
dog. The gun and hunting cap are to be 
suspended to look as though the cap is being 
worn and the gun held in the hand. 
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This is a suggestion for the handling of 
a shadow-box. Almost any accessories can 
be used. The frame of the box should be 
covered with gold-sprayed fall leaves. The 
material and color used in the recess of the 
box are entirely up to the displayman. 
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very refreshing atmosphere and had much 
public appeal. 

Two types or complementary types of 
fashions were in each of the windows. These 
were displayed on mannequins. 

Outdoor living, so popular with Southern 
Californians, inspired Fred Bower, display 
director at Barker Brothers, to develop a 
natural scene for the promotion of barbe- 
cue equipment. He succeeded in doing this 
by the use of familiar native colors and 
plants. 

Against a wall the color of lemon peel, 
bamboo poles extended trom the floor to the 
ceiling. Along the base these were decor- 
ated with palm tronds. In the center of 
these a beautifully designed copper barbe- 
cue grill was placed. On its grate was an 
artificial steak, luscious looking and enor- 
mous in size to whet the appetite of the 
viewers. 


= = ° | Patches ot grass in checkerboard form 
é covered the floor with the necessary uten- 
* ee sils carelessly strewn over it. 


Don Pape, display manager at The May 


Summer In Los Angeles Displays 


By DICK JACHIM 


CTIVITIES associated with summer ac- of green. The wigs were made of tissue 
cented the proper merchandise for the paper squares applied to the head (first 11- 
hot season in many of the windows _lustration). 

throughout the Los Angeles area recently In each window a green panel reached 
Shades of green were very effectively pro- from the floor to the ceiling and in hand- 
moted in merchandise varying from swim _lettering— also in different shades of green 
wear to dresses at The May Company- —jidentified the promotion as “Salad 
Downtown, where Stanley Thompson is the Greens”. 
display director The walls and floor were in contrasting 
The mannequins were sprayed lettuce greens, too. This completely green compo- 
with a make-up in darker tones of sition with its many shades succeeded clev- 
and wore wigs in still another shade erly in creating the desired accents in a 
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Company-Crenshaw, developed alluring 
scenes of swim wear to get the season 
under way. Keeping to natural textures, a 
bambo portiere decorated the right side of 
the background and natural green foliage in 
irregular form was suspended from the 
ceiling over the balance of it. A pecky 
cypress diving board extended from the left 
wall. It was draped along the sides with 
white netting and was edged with cork floats 
to resemble a fishing net. A large circular 
palm mat covered the center of the floor 


—The display at the top of the page is by 

Stanley Thompson, The May Company-Down- 

town ... Above, by Frederick Bower, Barker 

Brothers . . . At the left, by Don Pape, The 
May Company-Crenshaw— 
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—At the right, by William Meissner, Ohrbach's- 

Wilshire . . . Center, by Bill Terney, The May 

Company-Eastiand . . . Below, by Ed Mitchell, 
Ohrbach's-Downtown— 


and on it were accessories for a stay at the 
seashore. These were a large rattan hand 
bag, sun lotion, and an open novel. 

Swim wear in white with sharp green 
accents was attractively worn by a pair of 
mannequins. One was shown entering 
through the portiere. She was carrying an 
open book in one hand while spreading apart 
the strands of the portiere with the other, 
and was taking protective measures from 
the sun by wearing a large beach hat and 
dark glasses. The other beach enthusiast 
was enchanted by the scene below while 
kneeling on the diving board, holding her 
beach hat at her side. Two cushions were 
on the board behind her, also in sharp green 
and white as were the hats. 


Two exquisite promotions adorned the 


windows of Ohrbach’s-Wilshire on _ the 
Miracle Mile. Three windows were used 
for each of them. One promotion was on 
Mother’s Day. In this one, William Meiss- 
ner, display director, depended on the ele- 
gant cover of a simulated album to act as 
a reminder of this event. It was exception- 
ally large and combined the colors of white, 
gold, and pink. Against a white cover, gold 
lettering spelled out “Remember Mother” 
and gave the date. The words were framed 
in an oval design of pink papier mache 
roses. Small plaster cherubs overhead held 
netting to form a connecting line through 
the windows. 

One of the displays featured accessories, 
another blouses and sweaters, while lingerie 
was in the third. 

The gift suggestions were offered on a 
three-tier glass shelf unit which was se- 
cured together with brass holders and 
chains, and was suspended from the ceiling. 
Other gift suggestions were strewn on the 
floor, with added height obtained by a man- 
nequin attired in exclusive lingerie. 

The other was a bridal promotion. The 
series consisted of a bridal shower window, 
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the bride going away on her honeymoon, 
and, ot course, in her bridal attire 

The window of the bridal shower was 
highlighted by a large table full of gift sug- 
gestions, and the honeymoon display showed 
traveling clothes and luggage. 

All had green tissue panels accented witl 
white and washed with green well-lights for 
a background. In the bridal window potted 
palms decorated each end of the display 
The bride was seen posing for a professional 
photographer dressed in a tweed jacket 
and brown slacks (not pictured) 


A larger sign on the left side read, 


wedding, and a girls first thought is Ohr- 


bach’s”’. 

May Companys newest addition 
large and still growing family is the 
land store It is located in West ( 
which is approximately 20 miles e: 

Los Angeles. The location is better 
as the home of the comic strip “Harold 
Teen” which originated in ovina many 


vea\rs 











Proven 


HE technique of William Christiansen, 

display director tor A. B. Holmblom, 

Gothenburg, Sweden, is recognizable 
at once in the first display pictured 
Christiansen covers the floor and sidewalls 
of his windows with black material and 
then picks out the merchandise and principal 
props with bright white light. The result is 
theatrical and also practical. Here the only 
props used were a basket of wicker, a lad- 
der, and two sprays of autumn leaves. All 
mannequins were in action poses. Sweaters 
and accessories tor autumn were arranged 
in the center foreground. 

Second is a display by Frederick Asmus- 
sen, display director for The Myer Empori- 
um, Melbourne, Australia. This evening 
wear display carried the story: “This sea- 
son the single breasted shawl! collar dinner 
suit steals the formal scene.” The back- 
ground was a pale grey with blue trough 
lighting at the base. In front of this was 
a cutout of a complete orchestra in action. 
The conductor's head (looking something 
like a prompters box in the photograph) 
and hands were huge cutouts for the sake 
of perspective. Low on the background 
floor was a section of red velvet curtain 
8 inches high, on a gold rod, to complete the 
“low perspective angle.” The figures were 
carefully placed as if in the foyer of a 
theatre. 

The principle of forced perspective was made 
use of in the third display shown, by 
Gunter Bahrend, display director of Kaut- 
hof, Mannheim, Germany. Five actual 
stylized trees were used in diminishing sizes, 
the remaining ones being painted on the 
background. Adding to the effect were the 
lines ot the fence. The figure of a woman in 
the background was three-dimensional, but 
was suspended as shown in order to fit into 
the lines of perspective properly. The light- 
ing was arranged to throw additional tree 
shadows on the background. 

Men’s wear made of British woolens was 
the featured merchandise in the small dais- 
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For Fall 


play at the top ot the same page. It was 
by Louis Vilimas, H. & S. Pogue Company, 
Cincinnati. A shield, battle-axe, and the 
helmet of a knight were the properties. 

Festive elegance in fine china and glass- 
ware was presented by A. Van Hollander, 
display director of Gimbels, Philadelphia, 
as pictured next. Set against a background 
of rich black, the white dinnerware was 
displayed with colored glass and a draped, 
embroidered ivory tablecloth which cas- 
caded in gracetul folds trom the ensemble 
at the upper rear of the display. The dis- 
play anticipated the Thanksgiving season 
with its copy card: “The beauty of fine china 
and glass to set a gay holiday mood.” 

Men’s wear for autumn was shown in a 
rural atmosphere by Gunter Bahrend in the 
display pictured at the upper right. Rough 
timbers and a thatched root simulated a 
barn, with wagon wheels suspended against 
the walls or resting alongside the post. A 
wicker basket filled with unhusked corn was 
at the left, and to the basket was fastened 
a reaper’s sickle. 

Using adjustable action fixtures to 
achieve an effect of motion, Joachim Om- 
neczinski created the display for raincoats 
seen next. The window was for Nicholas 
Ungar, Portland, Ore. In the background 
could be seen a sketch of a city skyline, 
with a row otf painted trees suggesting 
the season. The last “tree’*’ toward the 
figures was real and still retained a tew 
scattered leaves. Other leaves were fixed 
in place as if drifting before the wind. 
An exact reproduction of the background 
painting was laid on a slanting platform 
on which the figures stood. 

The Crescent, Spokane, devoted five co- 
ordinated windows to a tie-in with Glamour 
magazine's “What to wear with what’ chart. 
In the display pictured, by J. Howard 
Schneider, display director, mannequins 
wearing sports apparel were posed before 
screens of chestnut entwined with copper 
foliage and grape vines. 
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Smaller Store By JIM KILEY 


HE writer recently heard the tollowing 

story and I feel that it will interest 

my tellow displaymen: A group ot 
merchants were having lunch together and 
one said, “This recession is getting worse. 
[ plan to save money by cutting my adver- 
tising and display budgets.” Another mer- 
chant answered him, “Why don't you stop 
your watch and save time?” 

Over the years, I have often wondered 
if the top management of the average de- 
partment store, or chain of stores, really 
understands and appreciates how much of 
their actual sales are derived from these two 
media ot advertising. 

[It would be a very instructive lesson for 
all ot them if it were possible during a given 
week to tag and identify every sale that 
actually came or was made through cus- 
tomers looking over both window and store 
interior displays. 

\nother teature of display that I think 
could be better exploited by the average in- 
dependent department store is the installa- 
tion ot window and store interior displays 
specially designed to tie in with current 
local newspaper advertising. If a line of 
mens suits is advertised, for example, at 
least one good window should be used. 
along with departmental spot displays. 

(A) Most stores like to install prestige 
windows at times. This sketch shows an 
effective panel unit specially designed to 
teature display a line of ladies’ garments; 
it you do not imports, the word 
changed. The unit can be 
constructed out of a 


carry 
Paris can be 
sheet of wallboard 
mounted on a wood frame with the plywood 
[If used to dis- 
paint the stripes red, 
white, and French blue and install against a 
pure white background. 


cut-out inserted as shown. 


play Paris gowns 


(B) An eye-catching background unit that 
colored to tie in with a definite 
season is always a welcome prop in any 


Call be 
window. This one can be made easily out 
oft small plywood or pine board squares 
nailed together in strips as indicated. For 
an early fall display paint the squares in 
alternate tan and soft pastel yellow 

[Two expansion poles can be used to sup- 
port the signs designed to contorm with 
the background unit. 

(C) Here is another unit that can be used 
as a center-piece in many effective window 
displays. It can be built out of plywood 
mounted on a wood trame with long dowels 
being used for the gate. 

The unit can be installed purposely oft- 
center to attract maximum attention and 
the season can be identified by artificial 
leaves or flower sprays. 

(D) This masculine panel unit can be used 
in a store interior or display to 
feature men’s suits. The lettering ftocuses 
attention on the current stripe tashion trend. 
Construct the panel out of lengths ot knotty 
pine board. An excellent finish and color 
scheme to tie in with a dark blue striped 
suit is frosted white on the pine boards. 
Give them a thin coat of flat white oil paint 
and while still wet, wipe off most of the 
paint so that a little remains in the grain; 


window 


e.t,; tee 





then seal it in with a thin coat of clear 
shellac. 

(E) I recently built a few of these 
shadow-box units to suspend from the ceil- 
ing in a special window; they can be con- 
structed easily out of a few lengths of pine 
board or plywood. The item to be feature- 
displayed can be placed on the small shelf. 

(F) This sketch shows the same unit used 
on a panel and base interior display and 
(G) indicates how the unit looks when sus- 
pended from a window ceiling. Note the de- 
sign of the two base platforms that tie in 
with the modern design theme. 

Larger Quarters 
Taken By Dismar 

Dismar, formerly Display Marketers, 
moved to new and enlarged quarters at 
and Clearfield streets, Philadelphia 4. 
Philip Senker is president and founder; his 
son Harold is in charge of sales. Sam 
Klugheit heads production, Max Hochman 
is in charge of promotion, and Eleanor 
Printz heads publicity. 
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COMING UP! 
Independence Day July 4 
National Business Women’s Week July 5-12 
Old Stove Roundup Aug. 1.-Oct. 31 


National Aviation Day Aug. 19 
Labor Day Sept. 1 
Home Lighting Fixture Month Sept. 1-30 


Union Community 


Campaigns Sept. 1-Nov. 27 


National Child Safety Week Sept. 2-9 
National Blouse Week Sept. 7-13 
Rosh Hashana Sept. 15 


National Wallpaper 


Month Sept. 15-Oct. 15 


Citizenship Day Sept. 17 
Constitution Week Sept. 17-23 
Home Fashion Time 

(tentative) Sept. 19-26 
National Dog Week Sept. 21-27 
National Tie Week Sept. 21-27 
National Sweater Week Sept. 22-28 
Yom Kippur Sept 24 
Gold Star Mothers’ Day Sept. 28 
National Newspaper Week Oct. 1-8 
National High Fidelity Month Oct. 1-31 
Let’s Go Hunting Oct. 1-31 
Restaurant Month Oct. 1-31 
National Employ the Physically 

Handicapped Week Oct. 5-11 
National Letter Writing Week Oct. 5-11 
Fire Prevention Week Oct. 5-11 
National Pharmacy Week Oct. 5-11 
National Wine Week (tentative) Oct. 11-18 
Columbus Day Oct. 12 
National Civil Defense Week Oct. 12-18 
Sweetest Day Oct. 18 


Winter Millinery Openings begin Oct. 19 
United Nations Week Oct. 19-26 
National Bible Week Oct. 20-26 

(DISPLAY WORLD will be glad to 
furnish the name and address of any ot the 
sponsors of the above-mentioned events. 
Many ot them make available tree posters 
or other display material, as well as ideas 
for displays tying in with the occasion. 
Simply address the Editor, DISPLAY 


WORLD, Cincinnat: 1.) 














"SHOWER of 
STARS” 


Lighted Aluminum 
“Christmas Starburst!” 


Designed and created by the fore- 
most set decorators for the T.V. and 
Motion Picture Industry and recently 
previewed with great success on a 
Dinah Shore T.V. “spectacular,” the 
“star is now available to display 
departments for the first time. 

Suitable for post trims, windows 
and ceilings. 

Discover for yourself the brilliance, 
sturdy construction and beauty of the 
most magnificent, new, full-round 


Christmas starburst to be developed 
in the last twenty years. 

Order now and be the first this 
Christmas to “Light up the Stars!" 


@ Brilliant center-to-tip illumination 
a ie 

e Polished aluminum construction 

e Sturdy welded steel armature 
aa ee eee 

@ Lightweight and easy to install 


e Perforated skin beautifully sculp- 
tured 


3 Foot Star... $37.50 
5 Foot Star... $47.50 


*COLORS BY REQUEST AT SLIGHT 
ADDITIONAL CHARGE 


Orders must be placed 
prior to September Ist. 


Coronet Prod., Inc. 


BOX No. 38623 
HOLLYWOOD 38, CALIF. 
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—Caroline James is crowned "Miss Visual 

Merchandising" by Richard Franklin, presi- 

dent of the Southern California Display 

Association at a luncheon of the Hollywood 

Advertising Club. Looking on is Vid Rosner, 

director of sales promotion for Helft's, 
chairman of the day— 


—Everyone got into the act during the 68th 

anniversary sale of Davison-Paxon Company, 

Atlanta. At the left, “Officer” Cogswell 

Cromwell, display director, stops traffic on 

Peachtree street. C. V. Perrin, proud owner 

of this 1901 Knox automobile, registers 
dismay— 





Photographs for this page 
cre always welcome, the 
more informal the better. 
Address them to Editor, 
DISPLAY WORLD, PRCA | 
Cincinnati |. is . —G. Edward Bedinger, 

| who heads Tropical Dis- 
play and two other Flor- 
ida display firms, is also 
active in the Rotary Club 
of Hialeah-Miami Springs 
and is just concluding a 
year as its president. He 
re in stands in the center of 
—Two display people try . a. . = ais | | Oo Bae the front row as members 
to look cheerful in spite , -. os 4 : of the group prepare to 
of encountering !4 con- fly to Lake Worth, Fic., 


socutwe days of pouring * ee a a » e | roe Vi ~~ for a joint meeting with 
rain in “sunny” Italy: At m..? 0) | a rh hs one “oe ind the Rotary Club of that 











the left, George Silvestri, .. . - "ce 
Silvestri Art Mfg. Com- . - -” 
pany, Chicago; right, 
Walter Krysto, display di- 
rector of Jordan Marsh, 
Boston. In the  back- 
ground is the famous 
Trevi fountain of Rome— 


+ #44 


—Odell McWhorter, who became display 

director of Hughes & Hatcher, Detroit, 

several months ago, with his daughter in 

front of the new McWhorter home in 

that city. He was previously with Sater's, 
Evansville— 


—Dovid Dunay recently resigned his 
position as display and packaging di- 
rector for Allied Stores, New York City, 
to join Timely Service, Inc., Brooklyn, as 
general manager and creative head of 
the Retail Division of the firm. At one 
time Dunay was visual merchandising di- 
rector of Rich's, Atlanta— 
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Darling’s smart, new, all-plastic “Spritely Kids” 


; D e will set the tempo for trafhic-stopping 
apparel displays. Choose from eighty-four 
Mm d 1! 1 C q U | ! S D y appealing figures, one for every 


display need — from infants to teens, in 
life-like action poses. 


Subteen MS72W 
for FREE catalog! . 


DARLIN G L. A. DARLING CO., 307 N. Matteson St., Bronson, Michigan 


Please send Spritely Kids Catalog 


COMPANY Name 


Company_ 
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Distributors in NEW YORK CHICAGO LOS ANGELES i ee 
all principal 47 W. 34th St. 222 W. Adams St. 1828 S. Flower St. 


cities Cameron Mcindoo, ltd., 91 Scarsdale Rd., Don Mills, Ontario Sees ah a State_ 
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HE most noteworthy item tor this 
column during the month of May was 
the speech by our president, Sylvan 
‘reund, delivered betore the National Sales 
Promotion Convention tor 1958. The con- 
vention was held at the Palmer House, 
Chicago, May 19-21. Sponsoring it was 
the National Retail Merchants Association. 


Worth pointing out is that display had its 
turn during the opening day media roundup 
alongside television, radio, newspapers, and 
Appearances on the speaker's 
plattorm before “influentials,” such as 
promotion groups, do much to highlight dis- 
play's tunction as a key factor in any sales 
Opportunities 
to tell about how display can sell merchan- 


magazines. 


sales 


and merchandising program. 


dise are always welcome and requests for 
speakers can be relayed to National Associa- 
ot Display Industries headquarters and, 
when possible, a spokesman for the industry 
will be 


tT10nN 

made available. 

Mr. Freund's talk follows: 

members of the National! 
Display Industries, | 

that we welcome t! 


the 
participate in this mid-year sales 
conterence of the 


National Re- 
tail Merchants Association 


You've 


ne preat 


(On behalt of the 


Association of want 


| 
KNOW oppor- 
unitv to 


promotion 


put me in the number four spot in 


media line-up — which we all 


Know 1n baseball as the clean-up position 


and usually represents the 


ot the 


player who, in 
the eves manager, is most likely to 
the runners on base to home plate. 
comes into the retail 
picture — wielding the big bat in selling — 
‘ down the last 3 feet 
[t's the vital 

has to be 


aUivalice 
, 


sh —* . 
inats whnere 


display 


around 


at nome — 


where the final sale is made. 
spot where the clutch hitting 


done to deliver the sale when the consumer 


is deciding whether or not to buy 

\s a representative of display, I’m happy 
to have the opportunity to discuss and ex- 
change ideas with you that will help develop 
store trathc. 
create better 


stimulate the buying mood, and 

understanding and coordina- 
among all the media that go into sales 
promotion 


tion 
Today display is a vital force 
because it has proved itself to be a main- 


stay ot merchandising 


What its the NADI? It is an association 
of over 135 display manufacturers and im- 
porters producing such items as mannequins, 
hxtures, lighting props, plants, 
Christmas decorations, and many others — 


devices, 


32 


and we can say that 80 to 90 percent of all 
the purchases for display made by the larger 
stores and a good many smaller ones come 
through our members. We are just over 15 
years young and growing rapidly. Our 
members are constantly in search of new 
methods and ideas even to the extent of 
traveling the world to improve the quality 
of display, both as an art torm and a mer- 
chandising torce 

We hold our big June Market Week each 
year alternately in Chicago and New York 
City. While I'm here and have the oppor- 
tunity let me extend a cordial invitation to 
each of you to visit our coming Market 
Week this vear at the New York Trade 
Show building and New Yorker hotel, June 
22-26, at which time fall and Christmas pro- 
motions will be exhibited. We hope to see 
you there along with your display director. 
Then you'll our conception of visual 
merchandising and you'll see much that will 
be very inspiring for sales promotion plans 
for the coming season. 


see 


We talk about coordination. Here's an 
example of the type of coordination that 
might exist among sales media. Let me 
point out something that weve worked out 
with Street & Smith Publications. The edi- 
tors of Mademoiselle, Charm, and Living 
tor Young Homemakers will conduct a 
symposium entitled “Fashions In Display” 
in which they will highlight the important 
contribution that display makes at the con- 
sumer level for their national advertisers. 
Also on the program will be Joseph Lieb- 
man, vice-president and sales promotion di- 
rector ot Bamberger’s, Newark, 
talk on the importance ot 
Display’. 


who will 
“Fashions In 
For tuture market weeks we would wel- 
come any demand tor equal time trom other 
media to give them an opportunity to relate 
how they coordinate with display at 
the point-ot-sale 


can 


Several years ago our association, in co- 
operation with the New York University 
School of Retailing, conducted a research 
program. It was under the direct super- 
vision of Prot. Howard M. Cowee, and tests 
were made all over the country seeking out 
certain facts about display: is it worth all 
the effort the display department puts into 
accessorizing their windows: Our study 
took in all 12 Federal Reserve districts and 
covered large and small department stores. 
Fifty-two window displays were exposed to 


a total of 6.215.000 men and women in a s1x- 


day period during store hours. The cities 
visited have a total population of over 
17,000,000. (If these statistics make me 


sound like a marketing man, please believe 
me that we in display are intensely inter- 
ested in the facts of marketing.) 

However, I'm not going to continue with a 
lot of facts and figures because display 
really sells best dramatically, not statisti- 
cally. 

Suffice it to say that in part of 
tests conducted right here in Chicago at 
Mandel Brothers, four display windows tea- 


these 


tured new ready-to-wear that was unad- 
vertised and unpromoted in any other way. 
The windows were used to start sales 
action. Because of the 100 percent location 
and peak audience — and the dramatic treat- 
ment — sales were excellent. And the real 
test — when these four window displays 
were removed, the unit sales of the items 


shown dropped 69 percent and the dollar 
sales dropped 54 per cent. This was an ex- 


ample for a large city. Now for the small 
city category. 
This test took place in Troy, N. Y., with 


a population of less than 100,000. In 
week about 106,000 people were exposed to 


one 


the window displays of one store. The 
purpose was to study the audience effect of 
merchandise shown alone, versus the same 


merchandise shown on a figure, versus the 
same merchandise shown on a figure 
dramatic setting. Our studies proved to us 


in a 


convincingly that successful, accessorized, 
meaningful merchandise presentation in 
situations or settings trom the customers 


point of view succeeded far better than any 
other type of display. 

From these results we conclude that day 
in and day out this vitally important medium 
— display — demands the most careful and 


expert attention and the expenditure ot 
time and money. But it can do wonders! 
The farmer knows that when he fertilizes 


his fields he gets a greater crop yield. 

Studies instituted by Chicago’s State 
Street Council have shown that it ranks as 
one of the most heavily populated shopping 
thoroughfares in the world. What does this 
mean? It means that to capitalize on this 
vast audience of people stores in the heart 
of State street pay more money to 
these premises than they would pay tor al- 
most any other location. 


occupy 


[Please turn to page 45] 
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WEVE MOVED 


TO NEW AND LARGER QUARTERS 
AND 


WERE EVEN BETTER EQUIPPED NOW 
TO SERVICE YOU BETTER 
WITH 


YOUR COMPLETE HANGER NEEDS 


Send for our free colorfully illustrated brochure. 














“Hangers ... that's all since 1900" 


BARNEY STEMPLER & SONS, INC. 


1357 ATLANTIC AVENUE e BROOKLYN 16, N. Y. e@ HY 33-2345 

















“Rail Fou eo 8 


DISPLAYMEN, DISPLAY JOBBERS and 
all DISPLAY FACTORS who made 


NADI CHRISTMAS 
MARKET WEEK 


( a record-breaking success. 


PLANS ARE NOW BEING MADE FOR THE 
DECEMBER SPRING AND SUMMER MARKET WEEK 


NM) 


NJational A|ssociation of Dlisplay ‘| Jndustries 


HOTEL NEW YORKER, ROOM 419, NEW YORK CITY 1 
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ROM Copenhagen, Denmark, comes the 
display seen in the first photograph. It 
is the work of Georg W. Peier, Crome 
& Goldschmidt. The horse and two figures 
stood on real earth 
by slabs of cinder-block, 
stood against a painted background of open 
helds A stall 
and added 


which was enclosed 


The tull size horse 
was suggested at the lett 


rear, attraction was provided 
by the 
carriage lamps. 

In striking 


ot a tew 


wagon wheel and old-fashioned 


contrast to footwear displays 


years ago, with their tremendous 
quantities of merchandise arranged 1n static 
Sundstrom, AB 


Herrekipering, Stockholm, Sweden. 


lines, 1s this one by Gosta 
Stroms 
Here the shoes are placed on simple plat- 
forms supported by angled boards. An ex- 
effect of 


while the lighting contributed 


cellent motion is thus 


shadow pat- 
terns on the background. 

Heinz Richter, Kauthot, Frankfort, Ger- 
many, did the display of food 


(ut-out letters on an almost invisible 


obtained, 


products. 
wire 


isplays 





hase turnished the slogan, which can be 
translated roughly as “See and taste ee 
idea was enlarged on by the large eye 


and pair ot lips, the one suspended over and 


the other below the appropriate section of 
the slogan. 

A good example of how ingenuity can 
pre duce an interesting, but low-cost property 
tor display is seen in the fourth illustration. 
“Travel” suggestion on the show- 
card, to point up the theme a paper 
train was hung just before the background. 
The train 
trom the 


was the 


and 


made of blown-up clippings 
travel section of a 
mounted on cardboard. The 
Herbert Muller, for 
(germany. 


was 
newspaper, 
display was 
done by Kauthot, 
( ologne, 

Completing the group of photographs is 
one ot a display used by N. V. Magasin De 
Bienkort, Amsterdam, Holland. 
was the merchandise, placed in five attrac- 
tive groupings. Note that 
at the upper lett a mirror was 
give the shopper a complete 


Tableware 


above the one 
placed to 
view of the 
setting. 
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Price Correction Noted 
On "Christmas Starburst" 


Due to a typographical error, an incorrect 
price is given in the advertisement of Coronet 
Products, Inc., Box 38623, Hollywood 38, 
Calif., which appears on page 29 of this issue. 
The 5-foot “Christmas Starburst” sells for 
$57.50, rather than the figure given. 

This new line of starbursts was designed 
by decorators for the television and motion 
picture industry and was recently seen on a 
Dinah Shore TV spectacular. The units. are 
now made available to the display field for the 
first time. They are of polished aluminum 
construction with a welded steel armature 
and are full-round, with 14 points. Brilliant 
center-to-tip illumination is provided by an 
enclosed 100-150 watt bulb. The starbursts, 
which are light in weight and easy to install, 
also may be had in a 3-foot unit, while special 
colors can be provided if desired. 





Radio Tribute To Be Paid 
To The Exhibit Field 


That portion of display relating to exhibits 
will occupy the spotlight during a nation- 
wide radio tribute over NBC-Monitor on 
Sunday, June 29, according to O. D. Negley, 
executive secretary of the Exhibitors Ad- 
visory Council. The salute, to be given by 
Alex Dreier, radio and television commen- 
tator, will tie in with the EAC clinic and 
“Show tor Shows” in New York City June 
30-July 2. 

The broadcast is one of a series called 
“America on the go,” sponsored by North 
American Van Lines, Inc. Dreier will point 
out that not too long ago the trade show 
exhibit was considered a necessary evil 
by many firms. Then display designers and 
builders began to upgrade the booths, adding 
animation, unusual lighting effects, and 
dramatic presentations. Today, he will ex- 
plain, manufacturers in many fields depend 
largely on trade shows to introduce new 
products and methods. 


Bulkley, Dunton Observes 
125th Anniversary 


Founded in 1833, Bulkley, Dunton & Co. 
is this year celebrating its 125th anniversary 
of continuous operation. Its Display Division, 
headed by C. G. Woelky, is the branch most 
familiar to those in display. This 1s located 
in Corry, Pa., where complete converting 
facilities for display and specialty papers 
are maintained. 

The company as a whole its a sales and 
service organization operating on a world- 
wide scale in practically every branch ot 
the pulp and paper industry. It is composed 
of ten units, each a separate corporate 
entity, closely integrated with each other. 
In addition to its branch offices in the 
United States, the firm has field represent- 
atives in 60 cities in Latin America, Africa, 
the Near East, and Asia. 


Schottler Heads Display 
For Washington Store 

Robert Schottler is now window display 
manager of Julius Garfinckel & Co., Washing- 
ton, D. C. He replaces Paul Firestone, who 
retired recently after holding the position for 
nearly 50 years. 
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See our all new 


CHRISTMAS 
LINE 


including: 

new decoratives 
new trees 

new post units 
new stained glass 
new ice series 
new candles 


new screens 


No. 3079 CLASSIC CANDLESTICK 


Magnificent walnut and brass candlestick . . . . giant white 
candle in sparkling diamond dust... . circular walnut foliage 
holder has brass gallery... . foliage is red satin leaves 


with gold balls ... . size 84” tall by 16” diameter at base. 


DOERR and adssctdatie— \NC. 





DISPLAY DESIGNERS AND MANUFACTURERS © Portsmouth, 


Ohio 








35 














iE story of W. A 


and 


Ltd., the 
firm, is a 


Gilbey, 
liquor 
fascinating one as told in the company's 


centennial exhibition, “The Compleat Im- 
biber,” in London. They avoided an auto- 
biographical theme, framing their story not 
only their own century of achievement but 


pt rspective of the whole 
drinking in Britain during 2,000 years. 


Side 
hw cide witl 


th this unfolding of English drinking 
centuries, the exhibition 
influence on the crafts of the 
Much of the exhibit’s appeal lay in the 


—e « 


habits through the 
showed their 
day. 
display of a wonderful array of containers 


and drinking vessels Roman 


and 


ranging from 


amphorae and Saxon drinking horns 


a BS, & 
‘ 
yy 
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history of 


glasses up to the slim elegance of contemporary 
glassware. A 18th 
century glass was one of the most 
spectacular elements of the show. 

Few commercial displays have such a docu- 
mentary element or must lean so strongly on 
historical, even archaeological, exhibits. Never- 
theless, “The Compleat Imbiber” owed much 
of its impact to a light, modern design, 
crisp narration and captioning, and a display 
technique which although contemporary was 
of a type which might as readily be adopted 
in museums. 

Tribute to the company’s consultant de- 
signer W. M. de Majo (and his 
Lars Bramberg and Veronica de 


magnificent display of 


English 


associates 
Majo) was 





paid by Ronald Gilbey, the firm’s chairman, 
in this statement: “In a site where not a 
screw or nail could be put into the wall or 
ceiling, he succeeded in mounting in a secure, 
exciting, and elegant way the material of the 
exhibition.” 

The earlier historical stages in the exhibit 
(from 55 B.C. to the 18th century) adopted 
a standard display style give 
appropriate support and emphasis to the 
numerous exhibits from each period. 


designed to 


Dginking vessels, illustrative material and 
copy panels were contained in shallow show- 
cases which were fitted with light space frames 
of brass and glass. The test was mostly on 
background panels which formed part of the 
basic design. Most of the display area in these 
sequences was open, and the “free” style gave 
opportunity for occasional breaks, such as in 
the Roman section, where on a raised platform 
was shown a reproduction ot the floor mosaic 
of a Roman-British house. 


Using similar technique, the following sec- 
tion, called “Wassail, wassail,” had as back- 
ground illustration a colored reproduction from 


King 


Harold 


the Bayeux tapestry, showing 





drinking with his friends. Another item was a 
plastic engraving of a Danish drinking horn. 

Then came the mead-drinking Saxons and 
on to the days when King Henry II ruled 
a large part of France, thereby introducing 
the light French wines to English tables. Dis- 
play for this section was notable for its use 
of some fine rubbings from medieval tomb 
brasses and an exhibit of old jugs. 

Continuing the same display style — in 
which a fairly full script was well 
with headings in relief lettering of classical 


shown. 


—Upper left, a stylized reproduction of a 
. . Above, a view 
of the "Modern Glass and Curiosities" display 
..« Left, the 18th century room portraying the 
“Century of Port." 


wine table was used. The room was done with 


champagne “Slipper Bar’ 


A mahogany horseshoe 


crimson flock wallpaper, with a painted dado— 
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to get more 








POTTERS <a SILVER GLASS TINSEL” 


Unmatched for sparkle... truly economical... nothing, but nothing. 
can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors. 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 


And, for displays that glow in the dark, ask about Potters Reflective Spheres. 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 








form and type-set captions, on panels built 
into the showcases —the viewer came to the 
period 1550-1650. This included an array of 
varied drinking including the first 
of the English silver goblets, and oddities 
such as containers made from horn and coco- 
nut. An old print of an Elizabethan feast 
graced this section. 


vessels, 


The section called “Strong Waters” heralded 
the age of spirits, and it is interesting to note 
that Gilbey’s did not gloss over the fact that 
at one time gin was an acknowledged national 
curse in Britain. Actual Hogarth prints gave 
their own incisive commentary on this era. 
Elegant glass and silver wares of the period 
were shown in adjacent space frames. 

Space does not permit a detailed description 
of each section, but a particularly interesting 
one was “The Century of Port,” which took 
the form of a tastefully arranged 18th century 
room. 

“The Discovery of Scotch” was supported 
by old prints of illicit stills, and factual 
exhibits which included some quaint early 
soda water siphons. 

Perhaps the high spot of the exhibit was 
“The Age of Champagne,’ featured by a 
nostalgic Edwardian bar, with two costumed 
figures set in subdued lighting. 

Adjoining this was a cocktail era sequence 
which was most striking. Sound films took 
one back to the days of the Charleston. The 
era was interpreted in a variety of materials 
and techniques, including “black light” ef- 
fects operated by a series of flasher units. 

A long central display, in light showcases 
suspended on an open metal framework, ran 


SUA Y, 1996 
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Special attention given to all 
mail orders. Excellent color 
matching, and feathers se- 
lected for best quality. Write 
for our price list. 


South African Feather Co. 
1015 FILBERT STREET, DEPT. W . 





Feathers for Display 


OSTRICH FEATHERS ail colors and sizes 
MARIBOU in 2 yard strings—colors 






EXCELLENT 
DELIVERY 


PHILADELPHIA 7, PA., WALNUT 5-5219 











the length of the 2,000 square feet area. In 
these cases were shown, on side, the 
evolution of the bottle and the decanter, with 
many interesting historical exhibits, and on 
the other side the story of the century of 
progress of the firm of Gilbey itself. 


one 


This display led into a final sequence which 
told the story of Gilbey as the company ts today. 

The exhibition, which had to be dismantled 
and cleared within 36 hours of closing time, 
was constructed to a 6-foot tubular metal 
structure module. Using 1%-inch tubing and 
key clamps, striated plywood of natural finish 
was employed for partitions and wall fronts. 
The main glass display case was in mahogany. 
Sound effects, carefully arranged and localized 
so as not to overlap other historical sections, 


were introduced into the 
(13th century music) and 
setting (a Handel recording). 


medieval sequence 
the port wine 
The Edwardian 
figures wore authentic costumes. 

It is interesting to note that this exhibition 
had no general lighting whatsoever. Incandes- 
cent and fluorescent lighting of the displays 
was considered as giving sufficient illumina- 
tion for general purposes and atmosphere 





Display Factor's Wife 
Dies Suddenly 


Mrs. Muriel G. Daniels, wife of M. E. 
Daniels, Massillon, Ohio, died on June 2 
following a cerebral hemorrhage. Daniels 


is Ohio representative for the Morgan Sign 
Machine Company, Chicago. 
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Display Here And 


ECAUSE of the 


business. 


importance of 
Gimbels, 


resort 
Philadelphia, has 
expanded its Gimbels-by-the-Sea Shop, 


which of course features bathing suits and 
beach accessories It is pictured in the 
first illustration. Typical supporting win- 


dows installed by A. Van Hollander, display 
director, were as follows: 

In one display the merchandise consisted 
of swim suits by Kahala of Honolulu. The 
behind a low platform 
At her right and left 
were strands of multi-colored rope stretched 
taut floor. Four 
pended lamps oft different sizes were covered 
on the outside with strips of 
and red. 
was covered with pebbles. 


mannequin stood 


bearing accessories. 


between ceiling and sus- 


bamboo in 


turquoise, yellow, The floor 
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In another display bathing suits by Cole 
of California shown, with the card 
copy setting the theme: “Go Oriental! Have 
yourself a many-splendored fling at summer 
in new suits inspired by the Far East.” The 


were 


decor of the window was practically the 
same as described above, except that the 
large bamboo lamps were eliminated. The 


Oriental theme was captured by the use of 


—The beach shop at the upper left is by A. Van 
Hollander, Gimbels, Philadelphia . . . Upper 
right and center, by Mrs. Virginia Salvagio, 
interior display manager, Loveman, Joseph & 
. . At the left, by Luke 
Maletich, Gimbels, New York City— 


Loeb, Birmingham 


| ee egy eh, . 








fish cut from showcard stock with tissue 
paper backing in colors picked up trom the 
merchandise. 

Mrs. Victoria Salvagio, interior display 
manager of Loveman, Joseph & Bir- 
mingham, told a bridal story in six chapters 
in as many lobby shadowboxes. This was 
in conjunction with a store-wide bridal pro- 
motion for which 12 window displays and 
many interior displays were used. 


Loeb, 


The first chapter depicted the engagement, 
using a giant engagement ring in a blue 
velvet and white satin box. A photograph 
of the lucky man was covered with actual 
reproductions of lipsticked kisses. On the 
floor was a torn picture of the man who 
lost out. 

Chapter two showed the shower. The 
background was of plastic lace over white 
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The Fixture Mart 
314 W. Jackson Bivd. 


International Co. 
Park Ridge, Ill 


CINCINNATI 
Genera! Display Co. 
25 Opera Place 
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Revolving Screen Spinners 
Units 


Dividers 


DALLAS 

Marshal E. Moody Co. 

1106 Jackson St. 

DENVER 

Decorative Materials & 
Sales Co. 

51S Arapahoe 

LONDON, ONTARIO 

Madison Display 

Wellington & York Sts. 


FOR DISPLAY 





Table 
Risers 


Garment 
Hangers 


The “KEY POLE" is quickly set up to create new and varied eye catching displays for every type of merchandise. 
Firmly adapting to any location with its spring and telescope action and non marking vacuum cup grippers, this 
anodized aluminum beauty will pep up sales and cut costs every day of the year. 


DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


LOS ANGELES 
Syd Jackman Co. 
822 S. Los Angeles St. 


LOUISVILLE 

Myers-Thompson Display Serv. 
319 West Main St. 
MONTREAL, P. 9. 

Hollinger Displays 

1449 St. Alexander St. 


OKLAHOMA CITY 
E. B. ‘“Jack’’ Castle 
21 W. Main St. 


SAN FRANCISCO 

Sylvan Cohen Displays, Inc. 
254 Sutter St. 

SEATTLE 


Ross Display Material Co. 
1409 Seventh Ave. 








CLEVELAND LOS ANGELES NEW YORK VANCOUVER, 8. C. 
Standard Dispiays Co. Decter Mannikin Co. Empire Display Mfg. Co., Inc. King Agencies, Ltd. 
1397-99 W. 9th St. 1000 S. Los Angeles St. 45 W. 34th St. 114 Water St. 
Manufactured only by Eastern Distributor 
CREATIVE PROMOTIONS OF CALIFORNIA EMPIRE DISPLAY MFG. CO., INC. 

* Patent Pend. Trade Mark Reg. 3820 GROVE STREET, OAKLAND 9, CALIF. 45 West 34th St., New York 1, N. Y. 
satin. Typical gift suggestions made up man, Walter E. Zemitzsch Company; second Bell & Howell “Filmo-sound” projector 
the merchandise. vice-president, Marvin Powers, Nu Era’ which features sealed lubrication and re- 

The third chapter (pictured) depicted the Display; secretary, Roland Grossberg, Sears, quires no oiling. A 15-watt amplifier de- 
wedding. The Confederate money repre- Roebuck & Co.; recording secretary, Veda velops ample power to operate the speaker 
sented something old; something new were Humphries, American Fixture, Inc.; treasur- and many headsets, and can be adjusted to 
the gloves; borrowed — the smelling salts, er, Carl Baum, Clayton Displays, and ser- sound volume. 


and the garter was of course in blue. 

For chapter four the honeymoon was se- 
lected. Props were a road map with Niagara 
Falls emphasized, old shoes filled with rice, 
and a toy automobile. 

The first home was represented by the 
fifth shadow-box (pictured.) A large flit- 
tered key, a grocery list of such items as 
“canned canned corn, canned 
two TV dinners”, can opener, burned toast, 
and a tube of “Unguentine” told the story. 

The final chapter represented the lonely 
mother, symbolized by a large lace handker- 
chief. a bottle of ammonia, and giant tear 
drops hung from the ceiling. 

New in display are deep-dimension, light- 
weight plastic architectural structures. The 
pillars in this display by Luke Maletich, 
display director of Gimbel Brothers, New 
York City, stand 8 feet high and are in one 
piece. (Photograph by courtesy of W. L. 
Stensgaard & Associates, Inc., Chicago. ) 


beans, peas, 





St. Louis Display Guild 
Elects Officers 

Harry Guest, Union Electric 
has been elected to the presidency of the 
St. Louis Display Guild. He had previously 
served in the same capacity. Other officers 
elected are: first vice-president, Lynn Hick- 


ei 7, 39ss 


Company, 


geant-at-arms, Hal Roth, Hal Mar Company. 
The board of directors is made up of 
Harvey Aguado, Union Electric Company; 
Don Zork, Stix-Westroads: Walter EF. 
Zemitzsch, Walter E. Zemitzsch Company; 
Ted Heiman, Alton Box Board Company; 
Joe Mercurio, Nu Era Display; Bob Minard, 
Garland’s; Milton Larson, American Fix- 
ture, Inc.; R. Brummel, Stix-Westroads; J. 
T. Chord, Stix, Baer & Fuller: Tom Hughes, 
Garrison-Wagner Company, and Frank Har- 
rison, Walter E. Zemitzsch Company. 


"Counter Salesman" 
Moves Dormant Goods 

Triangle Projectors, Inc., 3/06 Oakton 
street, Skokie, has developed the “Counter 
Salesman” to increase the sale of merchan- 
dise on counters or tables. When sales lag 
on dormant items, a motion picture pro- 
jected on the unit has in most cases in- 
creased sales to one a minute, according to 
the firm, using a sales pitch lasting from 
one to three minutes, depending on the 
merchandise. 

Anyone who can change a typewriter rib- 
bon can operate the device, it is said, which 
has been test-proven by the Chicago Muse- 
um of Science and Industry for five years. 
The “Counter Salesman” is equipped with a 


any 


Barondess Is Appointed 
Rubner Vice-President 

The appointment of Bernard Barondess as 
vice-president of Gustave Rubner, Inc., New 
York City, has been announced by Samuel 
J. Levy, president. Barondess has 
associated with the firm for the past 
years, and was previously general manager. 

The firm is a division of Cellu-Craft Prod- 
ucts Corporation, New Hyde Park, N. Y., 
and for the past 29 years has been promi- 
nent in the designing and manutacturing of 
exclusive decorative and 
addition it features a complete line of tex- 
tured vinyl wallpapers, distributed under the 
brand name ot “Polytextures.” 


been 


sever 


papers fabrics: in 


ee 


Two Firms Appointed 
By Merkle-Korff 

Gregg & Spohn, Cincinnati, and Wright 
Engineering Company, Evansville, are new- 
ly appointed sales engineering representa- 
tives for Merkle-Korff Gear Company, Chi- 
CaZQo, for its line of fractional and geared 
motors and transmissions. Gregg & Spohn 
will cover southern Ohio, adjacent Indiana, 
most of Kentucky, and West Virginia 
Wright will cover the territory tor 100 miles 
around Evansville. 
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King Laney Resigns 
At Kern's, Detroit 


King Laney, display director for the Ernst | 


Kern Company, Detroit, for the last six 
years, has announced his resignation, ter- 
minating 12 years association with the firm. 
While his immediate plans have not been 
made known, he has indicated his intention 
display director in 
department store field. 

An interesting sidelight of his work with 
Kern's has been his long tenure as chairman 
of the Display Committee of Detroit's Cen- 
tral Business District Association. He has 
also achieved unusual success in his avoca- 
tion of writing popular including 
“Why don't you believe which was 


to relocate as a 


songs, 
me?’. 


the | 


listed at the top of the Hit Parade for nine | 


fourteen weeks during 


or tne 


which it | 


appeared in the top ten tunes of the country. | 


He promises the appearance of several more 
ot his songs this summer. 





Display Changes Made 
By Los Angeles Firms 
Pp 


aul Smith, been with the 
planning department of Bullock’s-Downtown, 
Los A appointed 
director of Bullock’s-Pasadena, 
the resignation from that position of Hollis 
Williams. The latter has joined the J. W. 
Robinson Company as display 
the unit in Beverly Hills, succeeding Damar 
Myers, who resigned a short time ago. 
Another Los Angeles change is the 


who has 


ngeles, has been display 


following | 


director of | 


ap- | 


ointment of Philip Clavadetscher as head | 


ot display tor 
one time he was in charge of display tor 
Bullock’s-Westwood, and more recently had 
his own business as an apparel 
The 
Arne Nybak, who is now with the Hearst 
museum, San Simeon. 





Advance Mannequin Buys 
Hecht Fixture “Good Will" 


Robinson’s-Downtown. At | 


designer. | 
position he asumes had been held by | 


Bert J. Kahn, Advance Mannequin & Dis- | 
play, 317 South Wacker Drive, Chicago 6, | 
announces that his company purchased the | 
“good will” of the Hecht Fixture Company, | 


21] South Wacker Drive, at the trustee's 
auction sale on May 20. The Hecht Fixture 
(company was founded in 1892 and was known 
in the field for 66 years. Kahn comments: 
“We would like to inform their many cus- 
tomers that they may continue to order 
trom the various Hecht and L. A. Darling 
catalogues or trom previous invoices.” 


ln addition to a complete line of display | 


equipment and supplies, which is being co- | 


ordinated 
Mannequin 


with the Hecht line, 
has specialized in 
repair and refinishing. 


Advance 
mannequin 





POPAI Executive Committee 
Headed By Boochever 

The appointment of S. Paul Boochever, 
vice-president in charge of the Display Di- 
vision, Gibraltar Corrugated Paper Com- 
pany, as chairman of the executive commit- 
tee of the Point-of-Purchase Advertising In- 
stitute, has been made known by O. H. 
Stark, POPAI president. Boochever is also 
program chairman for the organization’s 
first national members’ meeting which will 
be held October 15-17 in Atlantic City. 
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Your New York BUYING GUIDE 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS & 


DISPLAY MATERIALS 
For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 


promotion. Ask for information. Recommended by 
N. R&R. D. G. A. 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-7610-i 1-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Kenbury Glass Works 
132 West I4th St. Tel.: WA 4-3186-7 
Christmas Balls, all colors and finishes made 


to order. Finials, Glass and Plastic Prisms, 
Apothecary and Lab. Glassware, Wire Goods. 





a 


A. Lutz 
3 West i8th St. CH 2-6204 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Austen Display, Inc. 
133 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 
Imports from oll over the world 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Disploys & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





Bonafide Display & Decorative Co. 
61 West 37th St. WI 7-7965 
ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 
Display Settings, Novelties, Foliage 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 


The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





It’s Always MARKET WEEK in New York 








Miya Company, Inc. 
39 East 28th Street MU 5-351! 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Medica 





Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Stroblite Company 
75 West 45th St. Cl. 5-791! 
GLOWING FLUORESCENT COLORS 
BLACKLIGHT LAMPS 


For Spectacular Displays, Decorations, Etc. 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


rs Ss ee org he. ae eee. 7 " 
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The wonder is that from the diversified 
display industry in New York 

come the new and ingenious display 
properties and accessories which 
inspire attention-compelling displays 
throughout the country that keep 
retailing at top level sales-wise. 
Certainly there is DISPLAY MAGIC 
here and it is yours by consulting 


the companies listed. 


IT’S ALWAYS MARKET WEEK IN NEW YORK 








IDEAS FOR 
BUILDING SALES! 


Just off the press! 
A terrific new cata- 
log describing the 
complete line of 
VUE-MORE display 
turntables and 
BREVEL animation 
motors. 











Write for your copy today. 





VUE-MORE turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 





Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. 
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Dept. D.W.-7 

Gentlemen: Please send me a free 
copy of your 6 page Fall Catalogue. 
Name 


Bets isaiiihacistariinaibipceecicieishbidatibin stern ecto Sgindaaei 
Company.............. sivisihoes dineniiilabhad 


Address 


Cay... 
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—An interesting technique is seen in this display by Kurt Wolpmann, display director of Alsterhaus 


in Hamburg, Germany. The large horse in the center is done in heavy black wire. 
slightly off-center is a thinly podded three-dimensional horse covered with white fabric. 


Behind this and 


Drawings on 


the walls repeat the central prop, but in reverse — white outline and black figure— 











SUMMER IN LOS ANGELES 


[Continued from page 25] 


One of the most impressive highlights of 
the exquisite interior is of the Eastland 
store’s profuse use of plants and flowers 
in decorating it. The entrance off the mall fea- 
tures a plant garden that is centered by a 
large fountain and showed 50 plants and a 
9-foot tern tree. Huge pagoda type planters 
are suspended along the aisles of the main 
floor. These are kept filled with green 
plants and accented with seasonal flowers. 


Ten ledges hold 9-foot planters. Besides 


containing live tropical plants, they also are 
adorned with either Japanese bridges or 
8-foot Ming trees. Other ledges on the 
main floor are decorated with 12-foot bird 
cages live fantail pigeons, or 
with rickshaws filled with seasonal flowers. 
The fashion section on the floor 
also is decorated with planters filled with 
flowers. The flowers are always planned to 
enhance the merchandise by either 
dinating or matching the colors. 
Planters are attached to the columns in 
the lower level, and are filled with flowers. 
The children’s department here has a circus 


containing 
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Coor;T- 





“" * * pet FH & < me. 


atts 


-_—~» 


r 


= 
or 
is PS ae 


; 





—This unusual window with its glass and background covered with simulated lace and its faceless 
mannequins with wicker bases is the work of Max Durler, Jelmoli Zweiggeschaeft Oecrlikon, Zurich, 
Switzerland— 
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atmosphere featuring circus wagons in 


bright colors and containing many of the 


animals associated with the circus. 

Bill Terney is display manager of The 
May Company- Eastland. 

“Play (major league) Ball!” — a theme 
heard in Los Angeles for the first time — 
was extensively celebrated by many stores 
allocating one or more windows to welcome 
the Los Angeles Dodgers tor the opening 
series with the San Francisco Giants. 

One of the most humorous and attractive 
displays was found at Ohrbach’s-Downtown. 
Ed Mitchell, display manager, used his dou- 
ble main window to lay out a baseball dia- 
mond. This included a very natural ap- 
pearing backstop behind home plate, run- 
ning paths between the bases, and a pitcher's 
mound, all on a floor completely covered 
with green mats. 

\ number of children in the age group 
ot 9 to 12, dressed in uniforms in the 
actual design and colors of those worn 
by the Los Angeles Dodgers, were in the 
process of playing ball on this diamond. 
Chuckles came continuously from the large 
crowds surrounding the windows — many 
there especially to view the scene because 
of the wealth of publicity it received in 
the metropolitan newspapers. Most of these 
chuckles were directed at the pitcher who 
was the smallest and the youngest of the 
participants, and looked like the “Worry 
Wart” in the familiar cartoon. His cap was 
askew, with the peak at the back of his 
head. One trouser leg had slipped practi- 
cally to his ankle, and the general security 
ot his pants was precarious. The atmosphere 
of this scene aroused the enthusiasm of the 
crowds. 

A bench behind the back-stop, with addi- 
tional baseballs and bats on it, and actual 
junior-size Dodger jackets carelessly hung 
or strewn on the grass also contributed to 
the realism of the scene. 

Each of three large strips — 18 inches wide 
by / teet long—carried a_ hand-lettered 
word in white on blue to spell out, “Wel- 
come Los Angeles Dodgers.” Photographs 
of Dodger players, which were distributed 
by the Downtown Business Association to 
all the stores, were in a straight line in the 
foreground of the window. 

The balance of Mitchell’s windows carry- 
ing this theme had the strip readers, pho- 
tographs of the players, a baseball, a bat, a 
glove, and a Dodger pennant in the fore- 
ground. These windows merchandised cock- 
tail dresses in blue and white with match- 
ing accessories to conform to the Dodgers’ 


colors. 


Month In Europe 
For Joe Wright 

Joe Wright, display director ot The Day- 
ton Company, Minneapolis, and Mrs. Wright 
have returned trom a month spent in Brus- 
sels, Paris, Berlin, Hamburg, Munich, Ma- 
drid, Lisbon, and Copenhagen. 


More Lines Wanted 
By Coast Jobber 

Ira Doud & Co., 690 Brannan street, San 
Francisco, has added several display items 
to the firm’s regular line of florists’ sup- 
plies and is interested in hearing from dis- 
play companies which want representation 
in that part of the country. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 














The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 





Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 


°*T.M. 
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CHICAGO DISPLAY ANGLES 


Continued from page 2! 
[ tf pa ] 


worn by the mannequins and displayed on a 


glass shelf were black. One of a series, 
Bowen called this window, “Bathed in 
black.” 


Another Lytton’s window (not pictured) 
used wicker mats as a background tor cot- 
ton knit dresses. Mats were tastened to the 
rear wall or suspended from the ceiling. 
All were linked by wooden chains. Some 
trimmed with artificial oranges and 
tohage. A pineapple-shaped basket sus- 
pended between two mats formed a focal 
point for the background. Fashions dis- 
played were black and white. 

Clement Bradley, director of display at 
Carson Pirie Scott & Co., and Dick Minto, 
who is in charge of window displays, entitled 
their display of high fashion reproductions, 
“Reflections of Paris.” This was a highly 
successful promotion beginning with the 
purchase of original gowns and millinery in 
Europe. The reproductions were manufac- 
tured here and featured on television as well 
as in the windows. A short film was also 
made of the entire process from Paris to 
U. S. customer in 28 days. 

Three large tiltimg mirror frames were 
the only props. They effectively framed 
three manequins which appeared to step 
trom the oval mirror itself. Nearby were 
two other mannequins. All the dresses fea- 
tured were loose or slightly fitted and the 
millinery was high crowned and low over 
Small cards at the foot of each 
figure told the name of the original designer 
and the price of the gown shown. 

Another Field's window placed the em- 
phasis on youthful unsophistication. In a 
lighthearted pastel display, clothing for the 
infant set looked very appealing. Two small 
round ponds in this corner window contained 
real water. An edge of sea-blue scalloped 
wallboard circled the ponds. From the ponds 
rose tall mast-like white poles, supporting 
wicker baby baskets. Infant mannequins 
sailed around serenely, outfitted in the very 
latest summer attire. Some masts bore per- 
forated metal sails which were hung with 
additional baby clothes. One large white 
wallboard sail provided the sign for the dis- 
play, “The most beautiful baby wear for an 
elegant heir—from our wonderful collec- 
tion.” In the background a papier mache 
rock held still more infants’ wear and equip- 
ment. Rocks, chunks of coral, and sand 
were strewn on the floor and a border of 
painted wallboard waves encircled the win- 
dow. 


were 


the eyes. 


Outdoor furniture was attractively dis- 
played in another Goldblatt’s window (not 
pictured.) White wrought iron furniture, 


accented by a gold pattern on the cushions, 
was combined with white and gold lamps, 
planters, and other accessories. The floor 
was a checker-board pattern in yellow and 
white. A mannequin wearing an orange 
colored dress provided the only other color 
in the subtle scene. A screen of laminated 
flowers, leaves, and butterflies behind the 
furniture picked up the main colors. 
Boghosse featured the new fashion sil- 
houettes in a series of five windows, also not 
shown. “Fashion forecast — a rosy future 
for the Paris-inspired chemise (or trapeze).” 
Huge red roses were printed on sheer and 


a4 


opaque white fabric panels suspended trom 
the ceiling. White walls and floors pro- 
vided a background for the colored fashions. 
Green, black, gray, light blue, and aqua 
were featured. 

As evidence of the fashion trend Carson's 
also devoted a series of six windows to the 
chemise look (not pictured.) At one side 
of each window near the front rose a 
floor-to-ceiling panel painted white and 
trimmed with white scrollwork similar to 
wrought iron. Two cut-out windows dis- 
played cosmetics for summer use. Huge 
pink roses tied in the merchandise with the 
main display by echoing the rose lettering 
on the window sign. It read, “Short cut 
to summer spent in vibrant young 
chemise separates.” White strips ran diag- 
onally from the panel display to the back 
wall. Each window contained two manne- 
quins dressed in coordinated costumes. The 
background was completely white, accented 
by the artificial roses and rose-lettered sign. 
Fashions in turquoise and other vibrant 
shades stood out sharply. 








As a subscriber and eager reader of your 
DISPLAY WORLD, I would like to have 
you send me the address of the sources 
for flooring materials, jewelry fixtures, and 
Japanese artificial flowers. 

Due to the fact that I live in a very 
small town, we do not have stores that sell 
display materials. The only items avail- 
able are grass mats and paint, which is very 
little to work with. This spring I could not 
get materials for a spring decoration of the 
interior of my store from the two display 
firms from which [ buy materials. (By 
this I mean I could not get the color flowers 
to harmonize with my jewelry display, etc.) 

In desperation I visited Woolworth’s store 
and to my amazement | found that they had 
the flowers I needed, that retailed for 10 
and 39 cents. Immediately I bought hundreds 
and hundreds of torsythia yellow flowers, 


yellow apple blossom sprays, and orange 
geraniums, plus greenery. The _ result: 
several life-size trees of forsythia blooms 


inside the store. The fixtures were painted 
a yellow-green and decorated with green 
sprays, yellow apple blossom sprays, plus 
orange geraniums and orange window floor- 
ing. With this experience I noticed that 
I achieved a truly beautiful spring spectacle 
in my store and also I saved a lot of dollars. 

I know that there will be months that 
the Japanese items mentioned above can not 
be used in display, but still while they are 
available I can buy them and use them when 
I need them. Sometimes I buy flowers, 
garlands, etc. and use them half a year later 
after I have accumulated enough materials. 
The five-and-ten stores do not stock several 
hundreds of a certain color or style of 
flower, and most of the time I can not get 
the amount of flowers I need. 

Ten years or more ago I remodeled my store 
and enlarged it. Upon completing the re- 


modeling job I found out that I had a large 
window and 12 shadow-boxes to handle, to 
my dismay —no materials available locally 
in the stores. It was the month of December, 
nearing Christmas. [I remembered that I 
had seen in one of the San Antonio stores 
some twigs that were covered with snow, 
and I decided to make some myself. Making 
several trips to the outskirts of my town | 
found the guayacan tree, native to this region, 
and the shape of the twigs appealed to me. 
The biggest problem was that the trees 
were green and full of leaves. Step No. 1: 
I burned the leaves; step No. 2, I washed 
the twigs and limbs; step No. 3, from the 
paint store I bought al fresco powder white 
paint: it had to be this paint since the tree 
was green and otherwise the paint would 
crack. 

This paint was mixed with water and 
glue and the twigs dipped into it and then 
were sprinkled with plastic snow. The result 
was a white wonderland in the store, made 
up of white twigs, fuchsia, silver and rose 
Christmas balls, and twinkling lights. My 
customers were delighted and asked me to 
repeat the same theme the following year, 
which I gladly did but with more care, and 
more materials. 

This was my first experience in display and 
while | know now that this Christmas display 
was not a work of art that would be approved 
by the professional displayman, it saved the 
day for me and I was proud of it... Bertha C. 
Lucas, Bertha C. Lucas Store, Laredo, Texas. 


If at all possible, would you send me 
another copy of the June issue?’ Our store 
president wants to call our store architect's 
attention to something in the issue and wants 
to mail him a copy. Naturally, I don’t want 
my copy to get away. Thomas N. Bru, 


C. J. Gayfer & Co. Inc., Mobile, Ala. 


Enclosed find money order for $5 tor a 
subscription to DISPLAY WORLD. lf 
possible, start me off with last January's issue. 
(Back issues are not available Ed.) I 
am interested in the informative advertisements 
and articles, not from a commercial standpoint 
but rather from the religious standpoint. | 
do quite a bit of display work in our Church 
and am hoping others in my field will follow 
suit. Quite accidentally I received old copies 
of DISPLAY WORLD and found many use- 
ful and interesting things. I can’t wait for 
the new copies without great excitement. 
Rev. Valerian J. Rykowski, Milwaukee 


General Electric Announces 
New Twinkling Lamps 

General Electric's miniature lamp de- 
partment at Nela Park, Cleveland, has an- 
nounced the introduction of a new twink- 
ling lamp for decorative use. Called the 
D-26, it is designed for use in C-7% deco- 
rative string sets. According to William 
H. Robinson, Jr., marketing manager, “Al- 
though we have other similar lamps, this 
one can be used both indoors and outdoors 
with regular 110-120-volt current, and in 
the multiple-type string sets. The repeating 
flashes of the new lamps produce a spec- 
tacular twinkling effect. The flashing unit 
is built into the lamp.” 

The new lamp is made in five trans- 
parent colors: red, rose, yellow, blue, green, 
and in clear glass. 
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SHOW CARD AND POSTER MACHINE 


Ak Feate? | SPEED----SIMPLICITY 
“a LOW OPERATING COST----LONG LIFE 


W All METAL & WOOD new / 
MODEL "A TYPE Samia 
chances to get a sales impression across. | With new "Magnetic" type 
The actual impressions made depend on the | lock up. _ Greatest advance- | Gabardine Jackets | 
number of readers who turn to the page con- | Ment in sign machines within | They're Reversible 


last 25 years. SPEEDS UP 


aining the ad ; ok at it. The same 
taining the ad and look at it. The same OPERATION and provides 


thing in a magazine. The reader thumbs | BF s si a li "9k? 
through it your "mage complete flexibility of type 3 
’ Y iz So . » ~ ~ > ’ > eo 
Irough it and ge impressions in the same arrangement. 3 


way, 1f he happens to turn to that page. 

For another example, in radio and in tele- MODEL “B”’ 
vision you convey a sales message to those | 
who are tuned in to your program at the | a medium priced sign ma- 
right station, at the right time, but miles | chine using rubber type. Pro- 
from the point-of-purchase. duces high quality signs at 

In window display you put your message | low cost. 
across to all who pass by. The product is | Many national chains hove 
there, big as lite, and all the persuasion is | from 50 to 500 or more Sign- 
out in the open. There’s nothing hidden or | press machines in use. 
subliminal about it; it’s unhidden, packed 
with the motivation that only the actual 
product can convey. The fact of the matter 
is, display space is already there, to be used. | 
How costly it would be if it had to be paid | 
for like any other media! 

Lets take another look at our display 
audience on any given day, in any city; 
what's it composed of ? People — some going 
to work, some downtown out of habit, some 
in response to advertising in newspapers, 
TV, or radio. All with an opportunity to 
look at the window displays. Some will 
act favorably, others unfavorably, to what 
they see presented. 

This audience will continue throughout the 
day into the evening, as it did yesterday 
and will tomorrow. It’s an audience that 
can be observed, timed, measured, studied, 
and lured. A vast, moving, dramatic and 
vital audience that can spell the difference 
between success and failure. It’s an audi- 
ence that you can ignore entirely or exploit 
effectively. An audience that if you neglect, 
you suffer—if you cultivate, you flourish. 

sut there's another aspect to display plan- 
ning, tor the medium surely doesn’t stop 
with beautiful windows. A good percent- 
age ot the audience having gone through 
the revolving doors, they are now inside 
your store. Consistency surely pays off and 
a bright cheerful interior can help herald 
a new season and set an appropriate mood 
for the customer. Hundreds of items inside 
the store will receive, through displays, their 
only exposure to shopping traffic. What an 
important link in merchandising this really 
is! 







Thus we hear of 100 per cent location and 
80 per cent location, etc., showing that 
position in business, as in life, is everything. 
This factor of location and the price paid 
for it is one of the first peculiar points of 
difference that we find in the medium of 
display when comparing it with most of the 
other media. 











Many of the decision-making level in re- 
tailing lose sight of the tremendous circu- | 
lation of display as a traffic-building, sales- | 
producing medium. Circulation in advertis- | 
ing is the number of opportunities to deliver 
a sales impression. Take a newspaper with 
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MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX G-144, ADRIAN, MICH. 
























by always using Hansen 
Tackers. 36 different 
models of Tackers and 
Staplers to choose from. 





SAVE TIME WITH 
HANSEN VEST-KIT 


Assures you ofa handy 
supply of staples at 
all times. 

Packed 1000 staples “try 
per kit. >. 


\A.L. HANSEN MFG. CO. 5021 ravenswood ave 


Chicago 40, Illinois 


Surveys show that 23.4 per cent of all sales 
in department stores are purchases made on 
impulse. The most vital part of this is 
that display provides the big factor in im- 
pulse buying. Of this group 48 per cent 
are attracted by display; 32 per cent of the 
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purchases result from the salespersons sua- 
14 per cent result from items being 
on special sale; 6 per cent accounted for by 
The 48 per cent factor — dis- 
playing goods — results in more impulse 
purchases than the combined sales person's 
suggestions and the items being on sale (to- 


FesTIONS ; 


other reasons. 


taling only 46 per cent), and display accounts 
for almost half of all impulse purchases. 
These figures point to more and more visual 
merchandising inside the store. 

There is a lot of talk today about going 
back to old-fashioned personal selling. Steps 
are being taken by many stores toward bet- 
ter education and training of personnel in 
this general revival of the selling function. 
Yet all those methods can't do the complete 
job, especially in view of the figures that 
that effective selling is based on 
item on display — the open, un- 
This will assure the comple- 
tion of the sale, which is the ultimate goal. 


indicate 
seeing the 
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Now let's consider the personality or in- 
dividual identity of a department store, for 
eventually each store develops a personality 
of its own, It is developed principally 
through advertising—(what is said and 
how it’s said) — together with the physical 
appearance of the store combined with many 
other factors. This includes not only the 
interior of the store and the windows but 
the trend of recent years has included the 
exterior as well. 

Consider what impressions have been 
created by the display of the famous exterior 
lights at Lord & Taylor in the shape of a 
Christmas tree — the crowd- 
stopping spectaculars at Saks-Fitth Avenue 
in the form of the carol singers (which, 
incidentally, was the first outdoor display on 
Fifth avenue) — then the wire angels with 
their trumpets (this display in cooperation 
with Rockefeller Center) and the gigantic 
organ of recent This indi- 


succession of 


golden years. 





THE DISPLAY PARADE...No.229 by (B:0ce- 











Born IN CHICAGO IN 1919, HOWARD STUPIED AT BOTH 

THE ART INSTITUTE ANO THE CHICAGO ACAPEMY OF FINE 

ARTS. HE SPENT CoUK YEARS IN THE ARMY, PESIGNING 
WISGUAL AIUS ......- 


LATER HE SERVED As AN 
X-RAY TECHNICIAN FOR, 
THE 97th GENERAL HOSPITAL 
IN EUROPE.... 
ON JANUARY 11946 
HE SECAME 
DISPLAY 
ASSISTANT 
Le : 
> iV INOMILLERS AND WAS 
— .. PROMOTED To DISPLAY 


< > 


SPPAANAGER A WEAR LATER . 


19S2 HE JOINED WIEBSOLDTs 

i AS DISPLAY MANAGER POR 

> ALOCALUNIT. S!INCE 1953 

* HE HAS DIRECTED DISPLAY 
FOR MAGES, WHICH HAS 
TEN STORES £0 SPORTING 
Gooes, ANU A BOAT MART. 

HOWAR?PS HOGBIES AKE..... 


SKETCHING PORTRAITS ANDO 
GOING FIGHING WITH His WIFe 
AND THREE CHIL? REN. 
HE IS ACTIVE IN THE CHICAGO DISPLAY 
CLUS, HAVING SERVED AS 
VICE PRESIDENT IN 195 7...... 


display director.... MAGES », CHICAGO 








definite trend toward 
the tace ot the building. 
Great interest has been expressed by many 
stores in the overall treatment of their dis- 
plays. People still speak of the ftamous 
Lord & Taylor mechanized Christmas bells 
with sound effects introduced in the late 
‘30s. This was a complete departure at that 
time from the traditional; no merchandise 
was shown and the effect was truly dra- 
matic. These have been tollowed by a 
series of beautiful mechanical windows in 
many cities, of interest to young and old. 


cates a dramatizing 


Where progress may lead us ts anybody's 
guess, but we know that the public is en- 
chanted by this showmanship. Just wit- 
ness any Sunday afternoon on Fitth avenue 
during the month ot 
veritable parade, and [| daresay if a poll 
were taken we'd find that more than 50 per 
cent were being drawn trom the suburbs t 


December. It's a 


see these sights showing the potential 
drawing power ot a display extravaganza 
While the cash registers may not ring that 
day, the impression has registered and you 
sure at a later date many of the 


onlookers will be back to buy. 


can be 


Speaking of identity, one of the largest 
stores in Canada several years ago decided 
to go all-out with Christmas trees for decor. 
This originated trom the display department 
and was picked up by the advertising de- 
partment, the idea caught on and the senti- 
ment so that today it has 
real tradition, and the 
signature now reads: 
Christmas Tree Store.” 

About a year ago Wanamaker’'s, Philadel- 
phia, came up with a bright idea to stimulate 
during early June. They wanted a 
“Money Tree — the Biggest One You Ever 
Saw. The result: a bright shimmering, 
silvery-green tree situated in the central ro- 
tunda — with a spread of about 35 feet and 
a height of 35 teet, dripping with fake over- 
size dollars — that mysteriously dropped 
real ones every noontime to the tune of “The 
Money Tree’ on the famous Wanamaker 
organ. The advertising pitch was, “A charge 
account at Wanamaker’s is like money grow- 


become a 
(Christmas 


“Simpson's sila The 


grew 


St yre's 


sales 


ing on a tree — come see our money tree.” 
Needless to say, it was a huge success. 
Recently the Hecht Company, Washing- 
ton, carried out a store-wide spring promo- 
tion based on the theme “Spring Is Bustin’ 
Out All Over.” 
ot display 


This was another example 
department initiative. The ad- 
department did its share with a 
12-page pastel-colored section that I under- 
stand was the first of its kind. The gen- 
eral public in the capital benefitted with a 
huge flower show that rivaled Mother 
Nature. 


vertising 


indicate how the mo- 
mentum tor a sales campaign was generated 
by display and carried through by advertis- 
ing. As the famous song goes, “There's No 
Business Like Show 
too, 1s show 


These illustrations 


Susiness’ and display, 
business. 

The dramatic imaginative approach to bet- 
ter merchandising is further emphasized by 
a quote from a speech by Earl Puckett, 
president of Allied Stores, as delivered at the 
Harvard Business School last year. As you 
all know, Mr. Puckett came up through the 
controller's office. 

“In the merchandising of tomorrow, | 
would not undervalue the engineering, fac- 
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tual approach. Rather, | 
and intensify it. jut, I most certainly 
would not underrate imagination and the 
artfulness of making a strong emotional (as 
contrasted with the logical) appeal to the 
sovereign, the consumer. I would deliber- 
ately over-emphasize this phase of mer- 
chandising. ! would strive for a _ blend. 
You know that a truly good blend is much 
superior to a straight. My new blend would 
emphasize imagination and the artfulness 
of emotional appeal — dramatic showman- 
ship — with just a sufficient hint of fact 
and logic for a background of general safe- 
ty and assurance of continuity.” 

In order to present merchandise properly, 
expertly, and dramatically, display calls for 
a “blend” because in its modern form it 
certainly is an art and mixes with tested 
scientific rules of better merchandising. 
Surely it takes an expert to do all this, and 
that man is your display director. He, too, 
is a “blend” — he has to have imagination, 
he has to have vision, he’s constantly toy- 
ing with ideas in order to make friends and 
influence (including management). 
He's got to be daring if he wants to be 
original. He must be an impartial fashion 
expert and learn to love everything he han- 
dles or he'll get the sack for not promoting 
it. He must be a special kind of economist 
—a theatrical producer — a weather man — 
a spinner of tales and dreams — an interior 
and perhaps once 


would improve 


people 


decorator and architect 
in awhile a paint mixer and carpenter. 

Have I left anything out? Oh, yes — he's 
got to have a sense of humor in order to 
stand it all. Where would you find 
another combination of talents like this one 
man? He's the one, given the opportunity 
and the support, who makes a vital contri- 
bution to effective sales promotion. 

In closing | would like to state the need 
we feel for additional research into this 
almost untapped field of display. To this 
end I hope to lay before our members a 
plan to offer an annual cash award for the 
best paper at the groundwork level devoted 
to any phase of display. This would be 
undertaken through accredited universities. 


else 


It surely has been a privilege for me, as 
a representative of the display industry, to 
have the opportunity to relate to you dis- 
play’s increasingly important role in selling. 





New Utility Display Group 
Headed By Gordon Price 

At the recent national convention of the 
Public Utilities Advertising Association, 
Pittsburgh, a new display group was formed 
by the displaymen and advertising men in 
charge of display advertising for gas and 
electric utilities. Gordon Price, Price Ad- 
vertising Displays, Canton 1, Ohio, was 
elected chairman for 1958-1959 of the or- 
ganization, which is known as the Display 
Forum Group. 

George Browne, display director of the 
Public Service Electric & Gas Company, 
Newark. and R. E. Anderson, head of dis- 
play for Minnesota Power & Light Com- 
pany, Duluth, were elected to assist Price 
in the coming year's program. 

Plans tor the group include more inten- 
sive recognition of display, with speakers 
at the association’s eight regional meetings. 
All displaymen connected with utilities and 
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Chandeliers in Zaria's exclusive shimmering cellaglas 
as used by Clement Bradley at Carson Pirie Scott 
& Co. Designs for all seasons and promotions $75.00 up. 


a 
Sana DISPLAYS @ 434 Sixth Avenue @ New York 11, N. Y. 
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Cut to your specifications by one of New York's 
LARGEST and most DIVERSIFIED Lumber Companies. 


FAST SERVICE e@ 


TULNOY & TRIM CO. INC. 


17 Ridgewood Place 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 
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FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZELERS 
® ELECTRIC COMPANY 


#55 RIVER ROAD 


RIVER GROVE, ILL. 





who were unable to attend the meetings are 
urged to contact Gordon Price for more 
details regarding the Forum. 


Sunday School Week Contest 
Won By Felix Canuet 


The Laymen’s National Committee, Inc., 
sponsor of a window display contest in con- 


nection with National Sunday School Week. 
announces that Felix Canuet, Belk’s. Ben- 
nettsville, S. C., has been awarded first 
prize. Second place went to Albert E. Lea- 
Rollman’s, Cincinnati, and third t 
Frederick W. Shaw, Jordan Marsh Company, 
Framingham, Mass. Each 


man, 


Was awarded a 


plaque. 











NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


oe a mcm 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 





@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 


each postpaid 











Henry Erlewine Dies 
After Short Illness 


Henry L. Erlewine, chairman ot the board 
of General Plastics Corporation, Marion, 
Ind., died recently at his home in that city 
after a critical illness of ten days. He was 
one of the community’s leading citizens, 
being active in civic, church, and business 


circles. 


— Henry L. Erlewine — 


Born in 1878 in Cameron, Ohio, he later 


| moved to Marion and organized the Marion 


Machine, Foundry & Supply Company there, 
continuing his interest in the firm until it 
changed hands in 1944. In 1941 he and his 
son, Richard, bought the General Plastic 
Corporation of Chicago, and moved the 
concern to Marion. He served as president 
of the company until this year, when his 
son became president and his father became 
chairman of the board. 

Henry L. Erlewine was a Scottish Rite 
Mason, a member of the Columbia Club, 
Indianapolis, a past-president of the Marion 
Kiwanis Club, a charter member of the 
Meshingomesia Country Club, and was in- 
strumental in organizing the Junior Asso- 
ciation of Commerce. 

An active member of the First Christian 
Church, he served 45 years as chairman of 
the church board and held several national 
offices in the church. He was an officer of 
the National Christian Church Benevolent 
Administration and also an officer in the 
National Christian Church Pension Fund 
Among other offices held were those of di- 
rector of the Marion National Bank, di- 
rector of the First Federal Loan and Sav- 
ings, past-president of the YMCA, and a 
former director of the Indiana State Cham- 
ber of Commerce. 

He is survived by the widow, two daugh- 
ters, one son, three brothers, and a sister. 
Amplex Facilities 
Are Expanded 


The Amplex Corporation, manutacturer 
of lighting equipment, has moved to its new 
one-story building on Glen Cove road, Carle 
Place, Long Island, N. Y. 


Southern California Displaymen 
Receive Awards For Posters 

Each year the Southern California Display 
Association cooperates with the Los Angeles 
Chamber of Commerce and the World Trade 
Week Committee in publicizing W orld Trade 
Week in that area. Awards are made to 
local displaymen tor the best posters de- 
signed in support of the promotion. Pre- 
sentation of the awards was made this year 
at the Biltmore hotel, Los Angeles. 

First place went to Dick Franklin, Abbey 
Rents, president of the display club, and 
consisted of an expense-paid trip for two 
to Hawaii via steamer. Second prize, a 
two-week trip tor two by treighter to Van- 
couver, B. C., was awarded to Glen Zehr- 
baugh, also otf Abbey Rents. Third, a $150 
motor overhaul, went to Eugene 
Orbach’s- Wilshire. 

Fourth through tenth place awards were 
as tollows: William Meissner, Ohrbach’'s; 
Joseph Martinek, Ohrbach’s,; Jay Jones, 
Ohrbach’s; Bob Vera, Phelps Terkel; Dick 
Franklin; Ronald Mountain, Broadway- 
Long Beach; Bill Vasquez, F. C. Nash & Co 

Award-ot-merit plaques were won by Mal- 
colm Sabiston and L. R. Elliott, Broadway, 
Frank Boyer, Sears, Roebuck & Co.: Lee 
Hansen, free-lance; John Harris, Buffum’'s: 
Don Lord, Fedway; Mel Keith, Bob Vera, 
Phelps Terkel: Fred Avalos, John Wilson, 
Ed Mitchell, Bill Alexander, Armand Such, 
all otf Obhrbach’s: Vid Rosner, Helft’'s: 
Lloyd Dishon, Nash's, and Dick Kalland 
and Ray Elliott, Desmond's. 

The dinner was attended by 101 persons. 


Lewis, 


Wasco Chemical Company 
Buy's Celastic Corporation 

The DuPont Company and United Shoe 
Machinery Corporation have announced the 
signing of an agreement to sell the Celastic 
Corporation ot Kearney, N. J., owned jointly 
by the two, to the Wasco Chemical Com- 
pany, Cambridge, Mass. 

The Celastic 
“Celastic”’ 


Corporation manufactures 
colloid-treated fabrics widely 
used in making displays and many other 
products. Max Wasserman, president of 
Wasco, said that Russell Hamilton, who has 
been with Celastic since it was founded 33 
years ago, becomes general manager of the 
Celastic Division of Wasco. He added that 
the company plans to expand the production, 
uses, and distribution of “Celastic” in fields 
where the firm is already active, as well as 
in fields yet to be explored. 


_—_— —-——_— 


Elfreth, Harrisburg, 
On European Trip 

R. P. Elfreth, display director of Bow- 
man’s, Harrisburg, Pa., left the first part of 
June tor a visit to Europe. 








SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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Animated Displays 
For "Zorro" 

To help stores create a coordinated de- 
partment or window of all-“Zorro” mer- 
chandise, now being offered by more than 
50 different manufacturers, animated dis- 
plays have been created that authentically 
reproduce “Zorro” and his horse “Tornado.” 

The units show “Zorro” mounted on the 
horse, which rears on its hind legs, falls 
forward and rears again, the front legs 
never quite touching ground. The art work 
is reproduced on a shimmering black satin- 
like material, with red accents, cut out and 
assembled in three dimensions. When in 
motion, the lighted surfaces create an iri- 
descent effect. The manufacturer of the 
displays is W. L. Stensgaard & Associates, 
Inc., 346 North Justine street, Chicago 7, 
licensed by Walt Disney to reproduce the 
designs. 


——_______--. 


New Papers For Display 
Are Introduced 

Decorator wallpapers designed for display 
use, plus decorator motifs and coordinated 
display props, have been placed on the market 
by Etcetera Wall Paper Company, Inc., 155 
Waverly place, New York City 14. The 
company is an afhliate of Resident Display, 
Inc. Because of its association with display, 
the motifs on most of the new papers will be 
available in larger-scaled conversation pieces. 
These will sometimes be in full dimension, 
sometimes in assorted sizes of flat, mounted, 
and cut-out designs, blocked out from the wall. 
Full details will be sent by the firm on request. 


Thall Introduces Displayers 
For Veils And Soft Hats 

Under the auspices of Frances Nelkin of 
Frances & Walter Nelkin, Inc., makers of 
Nell and Amy hats, Thall Plastic, Inc., has 
produced a new concept of balloon-type dis- 
player to show fragile veils and novelty head 
bands. It is made in single and multiple 
units and displays these popular fashions with- 
out over-powering the merchandise. The 
metal balloon head is said to be perfect for 
all millinery, including children’s hats and 
particularly shows ladies’ soft hats to advan- 
tage without distortion. The units can be had 

brass or satin chrome finish. Thall is 
located at 139 Duane street, New York City. 


Straus And Wolf To Sell 
For Schack's, Chicago 

Schack’s, Inc., 2516 Armitage avenue, Chi- 
cago 47, announces that, effective with the 
firm’s Christmas selling trip, Tom Straus 
will call on displaymen throughout the 
state of Wisconsin, Chicago and vicinity 
exclusively. Bob Wolf will cover Ken- 
tucky, western Tennessee, eastern Missouri, 
southern Indiana, Minnesota, eastern lowa, 
and Illinois except for the Chicago area. 


Catalogue Is Published 
By Fixture Mart 

B. R. Steve, president of The Fixture 
Mart, Inc., 314 West Jackson boulevard, 
Chicago 6, makes known that his firm is 
publishing a new 120-page catalogue “show- 
ing everything in display and store equip- 
ment.” 
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William Coslow Joins 
Nu-Era Display 

William M. Coslow has become a member 
of the staff of Nu-Era Display, Inc., 808 
North Seventh street, St. Louis 1. Coslow 
has been in the display field for 26 years. 
He started his career with E. W. Edwards 
Company and A. Victor & Co., in Buffalo. 
During the war he served for three years 
in the LU. S. Army. After the war he went 
to St. Louis, where he was with the Garri- 
son-Wagner Company for seven years. He 
married Virginia Vierheller, daughter of 
I. T. Vierheller, former president of Garri- 
son-Wagner. The couple has two children. 

At Nu-Era, Coslow will assist in the store 
planning department, and will also plan win- 
dow displays and interiors for major in- 
stallations. 


Christmas Display Photographs 
Are Made Available 

A package of 150 photographs of carefully 
selected ideas for window and interior retail 
display, as photographed in leading stores 
in the United States, Canada, and Europe, 
is now available from Retail Reporting Bureau, 
101 Fifth avenue, New York City 3. The 
group has been edited to recognize unusual 
and ettective ideas created by leading display 
executives and to provide others with stimu- 
lating ideas. The collection is 
immediate delivery. 


ready for 


—_—_——— 


Barney Stempler & Sons 
In New Location 

Barney Stempler & Sons, Inc., located for 
years in New York City, has moved to new 
and larger quarters at 1357 Atlantic avenue, 
Brooklyn 16, where additional facilities will 
enable the hanger firm to serve its cus- 
tomers better. The company has specialized 
in complete hanger needs since it was 
tormed nearly 60 years ago. A _ colorful 
brochure showing its products will be sent 
free on request. 


Wood Succeeds Snodgras 
At Roanoke Store 

Leggett's Department Store, Roanoke, Va., 
has appointed Wilbur N. Wood as display 
director. Formerly he was with Thalhimer’s, 
Richmond, in charge of interior display. 
He replaces Ray Snodgras, who resigned 
recently. 


Kaytee Imports Moves 
To Larger Quarters 

Kaytee Imports, Inc., which specializes in 
the importation of decorative novelties, in- 
cluding Christmas decorations, has _ taken 
larger quarters at 28 West 27th street, New 
York City 1. 


Copeland Self-Selectors 
Adds Swiller To Staff 


Lewis H. Swiller has joined the staff of 
Copeland Self-Selectors, Inc., in the capac- 
ity of sales manager for the firm’s “Sell-on- 
Sight” impulse buying display fixtures. The 
company is located at 537 West 53rd street, 
New York City 19. Swiller will have charge 
of sales to super-markets, variety, and chain 
stores. 








MERKLE-KORFF 


Handbook of Ideas 
for getting 
Action into Displays 


Merkle-Korff—the oldest name in dis- 
play turntable manufacture, with over 
25 years’ experience and hundreds of 
thousands of units in service — offers 
this profusely illustrated handbook of 
suggested applications for MOTION- 
DISER Display Turntables. 

20 basic and varied motions that 
can be applied in hundreds of ways 
to dramatize any product or theme are 
fully illustrated and accompanied with 
construction notes and diagrams. 

Capitalize now on the many ways 
of getting dramatic action into your 
displays at minimum expense with 
Merkle-Korff MOTIONDISERS — 
the turntables with unfailing depend- 
ability during long life. 

Ask for your copy of this idea- 
jammed handbook today — Bulletin 
No. 2050, 
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GEAR CO. 


221 N. MORGAN ST., CHICAGO 7, ILL. 
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DECORATOR 
WALL PAPERS 


designed for display use. 
Decorator motifs. 
Coordinated display props 
and papers. 
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FIXTURES AND DESIGN 


[Continued from page 15] 


lishes store character? To answer this. we 


must, I think, look at all the elements of 
the store interior, with which all of us here 


are most intimately concerned. In doing 
this, we will at the same time be summar- 
izing the aspects of the completely modern 
department store today. And these aspects 
will in their essence lead to our ideas ot 
the store of the future. 

l. Plan: 


axiom 1s: 


Among architects the primary 
“A good plan creates a good 
building.” The plan is the fundamentally 
important, underlying agent of any design. 
The plan is the intellectual and creative 
torce of expansion. When properly handled, 
it sets up all the wonderful possibilities of 
space-use, vistas, relationships of form, con- 


trasts, rhythm, variety. spirit, character. 


As we mentioned earlier, many ot the 
first post-war plans were what we call “free 
ow.” Based on concepts by Hans Arp and 
other contemporary Dutch artists, 
plans subdivided space into a sequence oft 


these 


shapeless panels. The theory was that a 
serpentine, interrupted flow of trafhic would 
highlight many points-ot-sale, increase the 
perimeter of sales counters, and promote 
more productive business. But the effect was 
quite the opposite. It caused great contusion 
Customers lost their direction, became 
frightened and insecure, and were generally 
discouraged from shopping. Besides, space 
was poorly utilized, with corners, fillers, and 
what 


pie-shapes cutting into should have 


the stream- 

lined look — Frost Brothers, San Antonio . 

Below, “the wall as a selling instrument’ — 
Gimbels, Upper Darby, Pa.— 


—Above, “early post-war style’: 
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been productive areas. In addition, fixture & is 2 : 
costs were high. 2 : & 
Gradually the plans began to change and ae. | : 
what is known as the “Beaux Arts” approach . ia >3u*. '¢ : 
began to develop. This resulted in more i: 3 | ; i 
or less formal designs which used a major , ver 7 
plan axis from which fixtures and depart- 5 5 
mental shops stemmed. It used a curved : , 
form at the end of a vista with radiating | 2 : ; FOR FALL 
aisles, and sought a traditional approach | 
with the softening influence of arcs and | Basser ws ei ill Pct a ee ae 
curves. These plans too have largely dis- | 
appeared. They were far more effective on - - 
paper than in fact. Costs were still high, 11 x 14 FRAMED 
and there were also the disadvantages of 
poorly used segments of space. BRASS MEDALLION 
Today most of the well designed depart- 


ment store plans are rectalinear. They are | | 7 7 $ A 5 
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functional and clearly defined. They provide | ™ — —_ 


for the placement of fixtures, islands, and | Richness is the key-note in these beautiful antique brass finished 
departments on carefully calculated avenues | medallions. Each medallion is framed in an II"' by 14°’ Natural 


Oak frame, and covered with a black felt-like material. Each of DOZEN $66.00 


of exposures. Good planning today seeks | them an eye-stopper that will enhance any setting. 
to identify departments easily and clearly 


through overall visibility and carefully | ORDER BY NUMBER—Top row, 


selected points of interest. It allows for | left to right, 101-102-103. Bot- 
easy inter-change of standard size fixture | tom row, left to right, 104-105- 
components, for expansion or contraction | 106. « * 


according sea: Chk eds — in | , 

according to season or special needs — in | Mail Orders Filled Immediately 
short, tor flexibility. This in turn makes 
for economical fixturing. In addition, such 
planning creates the framework for a crisp 


and sharply defined series of space forms | 7 2, R S. f 
which we associate today with the term — QO uw n TICE wc Cw GH “Uy 


“modern.” At the same time, this basic 


simplicity allows for imagination in archi- T § pl t YOUR DISPLAY LIGHTING Need 
tectural and decorative design. 0 up emen 5 
2. Packaging and Fixture: Next to the | Show cases; store windows; signs; interior displays, ~~ “ a luxurious lift in sales appeal 
“rch: sce itcelf rt: es when one or several PEE WEE spots are used. Ideal for short range in both white and color 
— rchandis¢ ” elt, the esata _— haw ele- lighting. Handy for top, side or high lighting. Unit is compact, lightweight; has polished 
ment ot a store interior is the sales fixture. mirror, Fresnel lens; universal mounting bracket; gelatin color holder and 3 sheets of assorted 
We have already touched briefly on the eataren grating re ty ~ eee wrinkle finish; size: 4'/."" x 5° x 244": Range: from 12" 
* : , s ° spread a eet, 
revolutionary effects that developments in fete * . 
packaging have had in the fixture, and 
today we all recognize the importance of the 
self-selection fixture. In effect, the fixture ALSO —— 
now 1s only an extension of the package — BEST 400 WONDER SPOTLIGHT ( ) PEE WEE 


that is to say, of the merchandise. Its BEST AUTOMATIC COLOR WHEELS . - SPOTLIGHT 


form and construction are outgrowths of 


the size, the color, and the structure of the DISPLAY LIGHTING ACCESSORIES 


package. It completes the story that was ‘ —_ 
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begun on the slick pages of a magazine 
advertisement. The self-selection fixture 
must coordinate point-of-sale display, 
assortments in depth, reserve stock, signing, 


Write For Literature 
+ 


and pricing. And it must so stimulate the | oe 
customers appetite by this complete picture Let BEST Help , 


that he can not resist the purchase. 





Paradoxical as it may seem, the solution You Do A Better | iin co 
to these formidable requirements has been Lighting Job! — THE BEST DEVICES INC. 
found in simplification of design. Because 
the fixture must do so much, the multi- 10921 Briggs Road, Cleveland 11, Ohio 
plicity of requirements has led to the obvious 
solution where simple components are held 
together within a rectangle or cube, with 


removable or adjustable elements. New | USE THE 

are sections have bee sed. Ofte 

ecg ede ininge wipe ell of “a O P P O R 7 U N I T b 
ire fix be it] odwork being fitted 

sy ha: deotmeatiok: i 0. tena Se tes a EXCHANGE 

end panel. From an intricate cabinet, the For any WANT AD purpose: DISPLAYS 

ix > has bec ‘ a metal cage, a stock 

cabinet, adjustable shelving Joodw ial ee & Rustic Frome 

ga agreeing gee sate Paget ad here that USED DISPLAY EQUIPMENT FOR SALE *% Bird Houses 


; & Feeders 
these remarks are very general. Every store | REPRESENTATIVES WANTED BIRCH 
still has ats. hard cone of courrentionn , <a 
fixtures such as showcases, tables, etc. But | CEDAR 
these are the traditional elements. It is | | $4.09 Per Columa Inch— CASH WITH ORDER Poles & Slabs 
among the newly developing elements that | 
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THANK YOU! 


For your wonderful response to 


Style ee 


the Exciting New Fashion Presentation that 
increases Store Traffic and Boosts Sales! 


Madisonia Manikins, Inc. 


New York — — 152 West 25th Street 
Chicago — — — 11 So. Despiaines 
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Assemble im a jiffy nothing to cut, drill or 

glue. 22 imches tall with 15 green preserved palm 

leaves and combed redwood base. 

l sample tree prepaid $4.50 

Standard pack—-10 trees—-F. O. B $40.00 
Shipping wt. 15 Ibs. 


Also available at your Display Supply House. 


BENSON CO 220 E. Pacific Coast Hwy. 
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we must seek the growth forms of the 
tuture. 

The new fixture, while simple, still provides 
both flexibility and standardization. For prac- 
tical purposes, it has become increasingly 
important to reduce the number of sizes and 
shapes to a lowest possible common de- 
nominator. Modular systems have been set 
up that allow for the complete inter- 
changeability of different fixture types — 
tables, lowboys, gondolas, etc. This ts an 
important cost factor, and later we shall 
note the increasing discipline of costs. 

When we talk about interchangeability, 
we mean as between fixtures, rather than 
between various components of a _ single 
fixture. We can all remember how one 
manufacturer recently literally priced him- 
self out of the market by providing too many 
components, and thus too high a unit fixture 
cost. In the last analysis, the store designer 
and the fixture manutacturer must together 
determine how many interchangeable parts 
a fixture needs. In terms of possible varia- 
tions of use, it is surprising how few types 
of merchandise require this kind of flexi- 
bility. 

3. Metal and the Fixture: I'm atraid we 
have spoken rather grudgingly of the im- 
portance of the metal and hardware indus- 
try to the new fixture designs. But we 
must admit that without the initiative, the 
creative development, and the consequent 
tooling up of this industry, we would never 
have achieved our present variety and adapt- 
ability in the store fixture line. 

This was brought home to me _ very 
emphatically in a job which our office did 
recently in England. The British standards 
of construction and workmanship are very 
high, so we had no problems there. The 
only major obstacle we did face in building 
according to our exacting American stand- 
ards was in the procurement of hardware 
components. As a last resort, we had to 
send over samples of our own products 
to the English shopfitters, as they are called, 
who did their best to improvise on them. 
It was the hardware, you see, which bridged 
the gap between the new and the traditional 
fixture. 

There are many problems involved in 
using metals so predominantly in fixtures. 
One is the hard metallic look they have 
which, when used throughout the store, can 
become really objectionable. Another is the 
problem of the maintenance of the finish, 
of combating tarnish and blackening and 
chipping. Much use has been made of colors 
in metal-baked spray finishes, even plextone. 
But no truly satisfactory solution has been 
found. No doubt there is a great future 
here for non-ferric metals, in aluminum 
with anodized colors, which has great appeal, 
and in the relatively new families of light- 
weight metals. 

Unfortunately, the use of these metals is 
still experimental and non-commercial. With 
the heavy responsibility involved, few de- 
signers are willing to take the risks in 
connection with costs, methods of fabrica- 
tion, delivery schedules and structural sound- 
ness. Thus, the newer metals are devel- 
oping very slowly. Unquestionably, how- 
ever, there is a rosy future ahead for light- 
weight, tarnish-proof metals where color 
and finish can be controlled. 

It seems fair to note here that by its 


complete control over tools of production, 
the hardware industry had dominated the 
store fixture market and made remarkably 
satisfactory solutions to the new fixture 
problems, at the same time it created numer- 
ous bottlenecks in distribution. The hard- 
ware people have become famous as scape- 
goats for delays in production schedules. 
Perhaps the nature of the industry made this 
inevitable. 

Whatever the reason, often—as a last 
resort — many store fixture manufacturers 
set up their own metal work departments. 
This diversification has had _ important 
results. It has brought a new spirit of 
competitive pricing into the metal and hard- 
ware business. It has tamiliarized both 
fixture manufacturers and designers with 
the possibilities and limitations of a relatively 
unfamiliar material. It has brought a new 
standard into the industry. It has made the 
store fixture manufacturer realize that his 
work need not be limited to wood or 
cabinetry. He now sees a new, huge, and 
complicated field open to him, in. which 
many products and many so-calied “sub- 
contacts” all combine and contribute to 
the complete store interior. As the trend 
continues, it seems certain that metals will 
solve more and more of the new problems 
concerning store fixtures. 

4. Plastics and the Fixture: Even more 
than metals, the new plastics have brought 
changes both in the end product of the store 
fixture and its method of manufacture. It 
is impossible here to describe all facets of the 
varied and intricate world of plastics. The 
names are endless: polyethylene, polypro- 
pylene, vinyl, foamed styrene, acrylic, pheno- 
lic. They represent new multi-million dollar 
industries. How exciting and how chal- 
lenging it is to realize that man can now 
create a material entirely according to his 
need! Hardness, softness, degree of strength, 
weight, texture, pattern, sheen, color; skin, 
structure, stressed-skin-and-structure com- 
bined: stamped, molded, injection-molded, 
pre-stressed; opaque, transparent, trans- 
lucent—any property you desire can be 
made. 

Until now, the store fixture industry has 
used plastics almost solely for surtace 
covering, and occasionally for things like 
merchandise trays. As we mentioned before, 
even this has already vastly transformed 
our store interiors. A complete new dimen- 
sion of color and surface design has been 
added to the previous concept of all wood 
interiors. But for the most part, construc- 
tion techniques have remained the same. In 
spite of all the advances in machinery and 
equipment, cabinet work, joinery, and bench 
assembly methods are no different now than 
in ancient times. 

Think of the processes involved in manu- 
facturing and assembling a drawer. Then 
think, in contrast, of the amazing speed, 
variety and convenience we could have if 
the drawer were machine stamped! The 
furniture industry is already doing wonder- 
ful new things with molded plastic, or 
Fiberglas members. Rather than try to 
resist, wouldn’t it be better for the store 
fixture manufacturer to join, adapt itself, 
and help the advances of the new technology ? 
There is much to be gained if the effort 
is made. 


5. Other Interior Elements: Next to the 
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plan and the store fixture, the perimeter 
partition helps also to establish store char- 
acter. Here, too, new developments have 
taken the place of millwork and cabinet- 
work, Although stud partitions and con- 
ventional wallboard or wood panel sur- 
facing are still widely used, prefabricated 
strut and panel systems are rapidly being 
accepted. There is already a countless num- 
ber of patented systems on the market. The 
purpose of all these is to cut down time, 
labor and cost of installation, and at the 
same time produce an article that is flex- 
ible, demountable, and adaptable to infinite 
varieties of selling and stock use. The com- 
bination of wall fixture, partition, and stock 
shelving can now be reduced to a single 
device — a supporting member and an insert. 
This carries, at will, shelves, cabinets, light 
valances, and stock facilities. 

Here again is a challenge to an essentially 
wood-working industry. Here is an _ op- 
portunity for the designer and manufac- 
turer to cooperate in the imaginative cre- 
ation of new forms and new designs, and 
thus new store character. Freed from the 
burden of structure, every peripheral wall 
can exploit every possibility of material, 
color, and decoration. In this way, as with 
the fixture, the wall can become an addi- 
tional instrument for selling. It can con- 
solidate departmental signing, artwork, 
graphics, as well as woods, plastics, fabrics, 
illumination, and color. At the same time 
it can create striking backgrounds for the 
different departments. Reduced costs and 
faster installation time are other advantages 
of this system, and [| highly recommend 
that manufacturers exploit its possibilities as 
an important aid to the industry. 

The Complete Interior Service: We have 
tried to describe the many elements which, 
in their infinite combination, go to make 
up store character. It all leads to one con- 
clusion. Store fixture manufacturers must 


begin to realize that the store interior today, 


and in the foreseeable future, 1s a com- 
posite of many materials, many trades, and 
many techniques. Unless they orient them- 
selves to this new concept they can not fulfill 
their role in supplying the functional needs 
of the modern store. In a large sense, they 
must graduate trom cabinet maker to com- 
plete interior contractor. They must be 
ready and able to plot, coordinate, fabricate, 
assemble, and supervise all the many com- 
ponents of that interior. 

Just to show you how formidable this 
challenge can be, here are some of the items 
that acomplete interior construction service 
must include: cabinetwork, carpentry, mill- 
work, ornamental metal work, hardware, 
glazing, plastics, light fixtures, display prop- 
erties and devices, signs and lettering, paint- 
ing, decorating, and finishing. 

In reference to this, I would like to tell 
you about our English associates with whom 
we worked on a London store. Working 
under the collective title of “shopfitter,” 
these counterparts of American store fixture 
manufacturers have carried out the full scope 
of the services I have just enumerated. In fact, 
they went even further. They also carried out 
all work connected with store front con- 
struction. In doing this job in its entirety 
they demonstrated their vitality in the 
economy there, and they enjoy a solid repute 

[Please turn to page 61] 
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)} HERE’S THE ANSWER. 


if you’re hunting a card holder that’s practical as well as 








decorative. 
channel to permit easy replacement of show card... can 
be used landscape or vertical... and each frame has a 
metal back to be used with Ferrocraft’s new innovation— 
Jiff-E-Sign letters. For information on magnetic Jiff-E-Sign 
letters, write for free brochure. For this easel card holder 
in satin black or all brass plate, see your favorite jobber. 


Folds flat when not in use... back frame is 


in satin black... 


ERROCRAFT 
Morgantield Kentucky 








New! vdoltne V aT Me oly hai Yaar bald titel * 


with This Sensational 
REVOLVING 








1GHT 


WELCOME ! 


COLOR CHANGES 
6 EVERY MINUTE 


PERFECT For 


and 
any imaginative DISPLay 


This lantern is 
fascinating to watch... 
a tremendous selling A/D! 


A rainbow of beacons continuously revolves flash- 
ing its attractive aura. The only limit to its uses is 
your own imagination! Lantern mounts easily by 
its hanging bracket. 10” high, 6” dia. Built like a fine 
watch for years of fool-proof operation. Weather- 
proof! 








WOOD & PLASTIC LETTERS 
AND SPECIAL SCRIPT 


All styles and sizes—Custom signs—Window, Store 

directory, desk—Trademark reproductions. We have 

moved our factory from Grand Rapids, Mich. to 

Portiand, Indiana. 

DISPLAY CRAFT, 804 W. Main St., Portiand, Ind. 
Interested in Salesmen and Jobbers. 


STUDY 
WINDOW DISPLAY 
AT HOME 








Easy Home Study course showing 
how to do every phase of window 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 


display work. Merchants, displicy 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 
Write for literature 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicage 41, Ill. 





























EVER-READY 
MACHINE 
SALESMAN 


The EVER-READY MACHINE 
SALESMAN by TRIANGLE: The 
CHICAGO MUSEUM of SCIENCE 
and INDUSTRY has been using 43 
TRIANGLE CONTINUOUS PRO- 
JECTORS in their costly displays, 
running them 8 HOURS A DAY, 
364 DAYS A YEAR, FOR THE 
LAST SIX YEARS. A push button is 
used to start the projector, stops 
automatically after completing one 
Why not use this TEST 
PROVEN continuous projector in 
your DISPLAYS. 


cycle. 


TRIANGLE 


INC. 








AAI 

















Sy. PROJECTORS, 
2 : 


“3706 Oakton St. | 
Skokie, Illinois. | 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 
. 


$4.00 Per Column Inch 
CASH WITH ORDER 
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HK.ditors Comment 


(Continued from page 12) 


value. In fact, five advertising experts 

did just that on April 15th when they spoke 
before a joint luncheon meeting of the 

New York Sales Executives Club and the National 
Association of Permanent Display Producers. They 
told how such units can increase retail consumer 
sales by amazing percentages. Robert J. Mohr, 
director of advertising and sales promotion for 
Phillips Van Heusen, reported that repeat order 
fill-ins against his firm's men's sweater perma- 
nent display "have been simply terrific. We are 
delighted to report that our advance total sweater 
bookings for the spring of 1958 exceed our last 
spring's sales by a fantastic 255 per cent!"... 

Since the start of World War II American 
business has had to wrestle with "hard selling” 
in only two short periods -- 1948 to 1949 and 
1953 to 1954. Now we are in an economic situation 
where many companies are well into their third 
"hard sell" period. In this connection I want to 
quote a paragraph from a major article in the 
March issue of Dun's Review and Modern Industry, 
titled "Strengthening sales in a sagging market." 
The article was based on surveys made among 50 
companies across the country: 

"No one is reaching for the panic button. Few 
are embarking on crash programs to revive sales. 
Instead, most are intensifying their regular 
selling efforts, while some are developing new 
approaches to ride out the recession." One of 
the more dramatic case histories cited in the 
article is that of one firm which had a higher 
net profit in 1957 than in 1956, and is certain 
that 1958 will be best of all. Now note that the 
theme of the company's program is simply this: 
"No cost reduction in the selling effort." While 
other activities of the firm have been cut back 
to the bone, the go-ahead signal is on for spend- 
ing which will mean sales. 

Many a displayman whose budget has been among 
those factors "cut back to the bone" will wish 
that his company was equally far-sighted. It is 
too bad that more in this field have not been 
able to show management convincing proof that 
display sells more for less cost than any other 
medium... 

Cordially yours, 


ee aw 
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HOW T0 get top 


MEN'S WEAR 
DISPLAYS! 


This new book shows you how to rig and form 
men s wear apparel professionally and expertly 








RIGGING and FORMING 





By LLOYD L. BUZAN 


Men's Wear Displaymen and 
Retailers have asked for it! 


Finally the insistent demand by displaymen and retailers has 
been answered by this new book on the preparation and handling 
of men’s wear for display by a noted authority on the subject, 
who has spent a lifetime in this work. 


Here is a book that will pay for itself over and over again by 
increasing sales from your men’s wear displays. By following its 
step-by-step photographs and instructions you can give your dis- 
plays that crisp, professional look that makes your merchandise 
stand out at its very finest — and this definitely means more sales. 


Every phase of forming and rigging men’s wear for display is 
answered in easy-to-understand instructions and photographs. 
Whether it’s dress shirts, sport shirts, clothing, in fact, everything 
from hats to shoes, you will find detailed instructions for their 
preparation for the final display setup. 


The displayman will find the book of great practical value 
and at the same time the store owner and beginner will find 
this book an absolute necessity. Completely illustrated, step-by- 
step photos and instructions, simple to follow. 


With the aid of this book anyone can learn to handle 
men's wear like the famous men's stores 


106 PAGES— 
Over 300 Illustrations 


Size 9 x 12 inches 
Heavy Cloth Bound Cover 
Plastic Bound To Open Fiat For Easy Use 


price $10.00 postraw 


Now Ready For Immediate Delivery 





Men's Wear for Display 








COVERS ALL ITEMS 


Tools used in rigging; forming dress shirts; hand iron- 
ing; shirt forming; construction of bib for shirt form; 
boarding dress shirts; other styles of boarding; construction 
of pointed boards; tying neckties; full Windsor knot; half 
Windsor knot with double dimple; half Windsor knot with 
single dimple; rigging neckties; equipment; decorative 
use; toppings for forms; sport shirts, short sleeves; forming 
and boarding; grooming shoes; grooming hats; slacks; 
folding and laying; on T tops; sweaters and jackets; sleeve- 
less sweaters on forms; long sleeve sweaters on forms; long 
sleeve sweaters on boards; waist-length jackets on forms; 
underwear, shirts and shorts; on three-quarter mannequin; 
robes; over pajamas on three-quarter mannequin; draping 
robes; coat forming; construction of sleeve pads; how to 
fold handkerchiefs; coat forruing; how to fold a coat for 
laying; topcoats; laying; draping for one-side view; drap- 
ing for two-side view; draping on shoulder and arm form; 
hanging; rigged half-shell over coat on form; combination 
displayer for suits, sports coats and slacks, topcoats and rain- 
coats; suits on mannequins; topcoats on mannequins; half- 
shell over a suit; wearing full coat; mannequin carrying 
topcoat; rosette with handkerchief and leveling board; 
forming rosette; construction of leveling board; turntable— 
all shown with step-by-step photographs and simple, easy-to- 
follow instructions. 
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Order Your Copy NOW! 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of RIGGING AND FORM- 


ING MEN’S WEAR, for which $10.00 is enclosed. 


[] Please send me a copy of RIGGING AND FORMING 
MEN’S WEAR and enter or extend my subscription to 
DISPLAY WORLD for one year, for which $14.00 is en- 


(All foreign combination 


closed, a cash saving of $1.00. 
orders, except Canada, $1.00 additional.) 


Re 
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QUEBEC CITY 

DEPARTMENT STORE 

OFFERS EXCEPTIONAL BUY 

IN MECHANIZED 
Christmas 
Window 

display 
Full details gladly given 


write 


e ADVERTISING ASSOCIATES LTD. 
1201 GUY ST., MONTREAL, QUE. 

















—Rotaseller and Husky— 


TURN 
TABLES 


The finest quality 
turn table on the 
market today. 





They will give you wonderful motion dis- 
plays. 10 models. Write for literature. 


Sold by leading jobbers 


ULRICH BROTHERS 
2823 Agnes Corpus Christi, Texas 
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EXCITING DISPLAYS 
IN MANHATTAN 


[Continued from page 17] 


For his central props, Henry F. Callahan, 
display director, chose old carved balconies. 
According to a small card, were 
“Balconies from Gold Rush mansions, San 
Francisco.” 

The backwall of the window was painted 
in lights and darks as though a cloud- 
strewn night sky. Fronds of Spanish moss 
were suspended overhead and loose strands 
hung over the balcony. Potted palms were 
beyond the balcony rail, and a grouping 
of tall blue stock seemed to grow at the 
opposite side. A vine trailed over the bal- 
cony rail along with the Spanish moss. 
Tiny, artificial butterflies were fastened 
as though hovering over the stock. Others 
had alighted in the moss and on the balcony. 

A corner of the copy card lay propped 


these 


against the balcony. The card bore the 
legend: “S.F.A.’s Floating Gardens — the 
tulip promenade — fine cottons trom our 


dress collections.” A mannequin wearing the 
tulip printed dress in vivid shades on a green 
background was posed on the balcony rail, 
her skirt draped as though being blown by a 


breeze. Her slippers matched the dress 
print. She wore white gloves and green, 
gold, and pearl jewelry, and carried a 


red bag. 

Two more pair of tulip print slippers were 
arranged at the window front, one on either 
side of the ledge. 

Speaking of ingenuity, an interesting and 
different approach to men’s wear display 
suggested a commuter train at Saks-Fifth 
Avenue, Henry Callahan used the caption, 
“Commuting’s a breeze — the light weight 
summer suit from our Men’s Shop.” The 
floor was carpeted in beige and the wall was 
paneled in a deep beige fibre fabric. Two 
green leather seats with metal frames were 
arranged train-fashion in the window area. 
Overhead was a luggage rack suspended by 
The rack had metal ends and 
wooden strips. A leather carry-all was set 
at the right end of the rack, a dispatch 
case was in the center with a man’s straw 
hat on top of it, and at the left end was a 


gold chains. 


second straw hat alongside a bundle of 
rose bushes. 

Two forms were placed in either seat. 
Each wore a suit jacket, a collar, and tie, 
while trousers to match the jackets were 


arranged in the seats as though the figures 
were riding there. Below on the floor were 
harmonizing shoes to complete the figures. 
A Wall Street Journal was suspended in 
front of one figure and a black umbrella 
rested against the seat beside him. A New 
Yorker was suspended in front of one of the 
men on the back seat. A dispatch case 
stood beside the second seat, and a news- 
paper was pushed under the front one. 

A different twist to selling stemware used 
rose goblets with flower pots — and where 
else but at Tiffany's! And by whom else 
than Gene Moore, who directs the display 
there and continues to achieve the different 
and the unusual, with each display series 
an exciting experience. 

For the setting with the rose stemware 
the backwall was covered in black felt. The 
floor was strewn with earth. A watering 
can and trowel were the props, with the 


its 


rose 


flower pot turned side as though 
knocked over. A goblet lay with 
its stem in the dirt spilling from the pot 
and its bowl toward the window front in a 
spot of white sand that formed a focal point 
tor the display design. 

A neat row of pots, four of them, 
along the back of the set, each with a rose 
goblet in its bed of dirt as though planted. 


on 


} 


stood 


A row ot three goblets stood near the 
window tront. 

For another display in the same series 
Mr. Moore used a cascade of pastel note 
paper, on each sheet of which was the 
message “It's a rose —” and on the floor 


was an acknowledgment to Gertrude Stein. 
Near the sign was a white bud vase, with 
a single rose, and a box of blue stationery. 

In still another display, the whole inter- 
ior of the window became a bower of roses 
with table silver suspended among the blos- 
soms. Copy read “Presenting Cordis — our 
brand new pattern in Tiffany sterling silver.” 


Winners Made Known 
In Frigidaire Contest 

Winners of a national home laundry wash- 
and-wear display contest, conducted for re- 
tail dealers the country by the 
Frigidaire Division of General Motors, are 
announced by C. H. Menge, general 
manager. 

The Finger Furniture Company, Houston, 
won first place in the category for dealers 
employing professional display personnel. 
The display was done by M. S. Lustgarten 
Second and third prizes in the same classi- 
hcation were won by James Bremmer, Rob- 
erts Brothers, Portland, Ore., and L. R. 
Burt, H. Choate & Co., Winono, Minn. 

First place winner in the group not em- 


aCToOss 


sales 


ploying professional displaymen went to 
Scott’s, Inc., Frankfort, Ky.; the display 
was done by Helen E. Scott. Earl Hays 


did the display which won second prize for 
the Phoenix Furniture Company, Houston, 
and Frank Demerest was third place winner 
for Kane & Zech, Salinas, Calif. 


Messmores Return 
From Europe 
Francis B. Messmore, Messmore & Damon. 


Inc., New York City, and Mrs. Messmore 
have returned from a month's visit to 
Europe, during which they spent several 


days at the Brussels Fair. They were guests 
of the United States at the cutting of the 
ribbon at the U. S. Pavilion on opening day. 
They also spent a day at the International 
Trade Fair in Milan and managed to see 
the “Explorer” satellite exhibits, which the 
Messmore firm built for the United States 
Information Service, on display in London, 
Paris, and Rome. While in the last-named 
city they had an audience with the Pope and 
were received by the president of Italy. 


Duncan Heads Display 
For Allied Purchasing 

Allied Purchasing Corporation, New York 
City, has named Kenneth W. Duncan as dis- 
play director. Most recently he was assistant 
to the president at Richard’s, Miami, and 
previously was in charge of display for 
Kaufmann Department Stores, Pittsburgh. 
Duncan succeeds David Dunay, now with 
Timely Service, Inc., Brooklyn. 
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FOR REPLACEMENT 


WIGS 


IN NYLON, HORSEHAIR OR 
HUMAN HAIR MIXTURE 





EXTRA! 


Chemise wigs 
in standard 
colors and 
blue, green, 
amber, deep 
red. pink 





No. 422 


MANNEQUIN 
REPAIRS ... RENTALS 


New Display Material in several diameters and colors and can be | RECONDITIONED MANNEQUINS 


Is Called "'Peg-Tube” made up into made-to-order display kits to LADIES .. . CHILDREN’S ... MEN 
meet the individual requirements of the user. Hundreds to choose from... COMPLETELY 
Tube” is now being produced by A. L. Lind ———— REFINISHED - > « LOOK ABSOLUTELY 
teat: Pl “ | NEW! A terrific money saver. 
Company, 5036 Thomas avenue South, Minne- Toav Clamenat: leles 
apolis 10. The firm has perfected a method of Y Y Write for Catalog. 
perforating the entire walls of strong jute Navy Ships Store 
and kraft paper tubes at l-inch centers to Tony Comorat, who has operated a free- HERZBERG-RORBBINS INC 
permit the use of most standard hooks, rods, lance display service out of Bayside, N. Y., + . 
and fixtures commonly used with perforated for some time has joined U. S. Navy Ships 110 W. 30th Street, New York 1, N. Y. 
hardboards. Store as display director. He will make his | PEnan 6-3585 . 
“Peg-Tube” is made in 36- and 72-inch headquarters in New York City, but will | 
sections that can be joined together to make travel extensively in visiting Post Exchanges 
floor-to-ceiling display columns. Single or to consult with local personnel relative to 1m- 
multiple sections can be supported by feet as proved display. A veteran in display, at one 
floor and counter displays, or hung from above _ time he was display director for Jonas Shoppes 
in windows and interiors. It is available and the Heinz Stores. 

















A versatile display material called “Peg- 























WE'VE GOT THE 
WORLD ON A STRING! 


—James F. Burnside, display director of Hochschild, Kohn & Co., Baltimore, saluted the summer Unbreakable! 242° Diam. FULI ROUND 
Worlds! 12 on a Strong Cord! Each m 





season with a series of window displays titled “Holiday in the Sun Shop.” Pictured above is the 


| colorful Detaal. A ft. long; Per 
shop itself. The typical window immediately above had a white net curtain with cut-out felt | lesmediate Delwere : $29.95 DOZEN 
| a Strings 


cohanes in yellow. end orange, bung in fest of an equa Namguised wit Sue New Some | peer RISE AY & MPS. CO 

. . . } ; . . . 7 _ 

The floor was covered with raffia matting, as wee the table. Overall lighting was amber, with 916 ARCH ST. PHILA. 7. PA. 
white spotlighting— 
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The DISPLAY WORLD Service 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or oblication. This service includes an analysis 
of any display problem. 

’) Air Brushes 
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Display‘s Great Monthly Digest 


SERVICE 
BUREAU 


Bureau will 


If we do not have the information 


Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin-—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 

Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 


Flags and Banners 
Float Decorations 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Dispicys 
Mannequins 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Ply wood 

Price Cards—tTickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 
Show Card Colors 


Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—tElectric 

Sign Printing Machines 
Sleeve Forms 

Store Designing 

Store Equipment 

Store Fronts 


Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 





| Window Lighting 
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Medal To Sittard 


cation 


HE display pictured above has been 
selected as the best entry received 
during the month of May in DISPLAY 

WORLD ’s International Display Contest tor 

1958. 

This was the work of Heinz Sittard, dis- 
play director for Kaufhot, Darmstadt, Ger- 


many. The merchandise featured was 
“Trevira” suits, for which one of the 
principal points is light weight. To point 
up this factor, Sittard filled the window 
with white balloons on which was focused 
colored lights. The mannequins wearing 
“Trevira” suits were suspended in _ space 


to emphasize the lightness of the material. 
Sittard comments: “This window got much 
approbation and really brought much suc- 
cess for us.” 

The 1958 contest, as in previous years, will 
continue throughout the entire 12-month 
period and is open to any displayman any- 
where in the world. It is not necessary to 
be a subscriber to DISPLAY WORLD in 
order to compete. The contest has 9 dif- 
ferent classifications, making it possible for 
display people in practically any kind of 
enterprise to enter. 

At the conclusion of the contest on Decem- 
ber 3lst of this year, entries in each classifi- 


will be judged: gold, silver and 
medals will be awarded for first, 
second and third places, respectively, in each 
classification. 


bronze 


First place in each division 
will carry with it three points, second two, 
and third one. The person who the 
highest number of points in the entire con- 
test will receive a beautiful gold plaque as 
sweepstakes prize, and the next three high- 
will respectively, 
and bronze plaques. 


scores 


est receive, gold, silver, 

As in past years, each month a gold medal 
will be presented for the best entry received 
during that period of time. These monthly 
awards have no bearing on the final results. 

Entry in the affair is made by means of 
black and white photographs, preferably 8&8 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un- 
mounted. On the back of the photograph 
should be listed the displayman’s name, his 
store, city, address, and the classification 
under which it is to be entered. No photo- 
graphs will be returned. 

Winner of the gold medal for January 
was Frederick Asmussen, The Myer Empor- 


ium, Melbourne, Australia; for February, 
J. T. Chord, Stix, Baer & Fuller, St. Louis; 
tor March Joseph T. Sjursen, Frederick 


& Nelson, Seattle, and for April A. Van 
Hollander, Gimbels, Philadelphia. 


[] De you wish a copy of their catalogue? 
[}) De you plan to remodel your store soon? 
[}) De you plien to build a store soon? 


MAIL TO 


The contest which was conducted in 1957 
had a total number of entries amounting to 
4,626 coming from all parts of the world 


—This display was by Heinz Sittard, display 
director of Kaufhof, Darmstadt, Germany, fea- 
lightweight "Trevira’’ 


turing suits for 
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CINCINNATI 1, OHIO White balloons were used throughout the win- award, the sweepstakes prize, went to 
SSSSSSSSSOeseeeeeeeeeSee282 dow, and the figures were suspended in space Joseph T. Sjursen, Frederick & Nelson, 
i ie imine Caaeenbainds taeumhaene ain to add to the feeling of lightness. Judged the eam got sage oe wgere by a 
est entry received duting the month of Mea ) c. aren, Lune Bon Marche, also ot Seattle, 
Display Manager.......----- ©. --+++++eesreeees aaa eae - ik tll ¥ while second went to Frederick Asmussen, 
eR ec i a ce cepetabibbekbntnnkoesiphis zi : a 'sP'SO¥Y The Myer Emporium, Melbourne, Australia. 
City State Contest for 1958, it has been awarded the Third place was won by Virginia Paxson, 
PEBBLE RAT SLL NRT EE TIRE gold medal for that particular month— Marshall Field & Co., Chicago. 
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The annual picnic of the Detroit Display 
Club was held at Belle Isle. 
a baseball game, a “New 
and a roller skating 
Johnson, Hudson’s, 
club. 

From a_ three-day 
the National 
Equipment 
with a code of 


Features were 
Deal 3.2 lunch,” 
contest. Ralph D. 
was president of the 


Chicago 
ot L)is- 
together 


in 
Association 
Manutacturers, 
fair competition for the in- 
dustry and a trade practice agreement, all 
under the National Industrial Recovery Act. 
A maximum work week of 40 hours, with 
minimum pay ranging from $15 to $12 per 
week, was agreed on. The following officers 
were elected: president, Trowbridge H. 
Stanley, L. A. Darling Company, 
Mich.:; vice-president, Milton Mendle, Amer- 
ican Fixture & Showcare Mtg. Company, St. 
secretary, A. C. Rochow, D. J. 
Heagany Mfg. Company, Chicago, and treas- 
urer, Barrett Lyons, Hugh 
Lansing, Mich. 


sess mn 
emerged 
play 


Louis: 


Lyons 


JULY, 1948 
Dayton, Ohio, displaymen and their wives 
were guests of Leroy W. Fryman, local 
display factor. The group spent the even- 
ing in Cincinnati, some attending the base- 


ball game between the Cincinnati Reds and 


the Boston Braves and the rest visiting the 
theatre. 

Gene Moore, display director for Bonwit 
Teller, New York City, was recovering 


from an operation. 

Previously with Lowenthal'’s, 
Ky., Claude Jackson tormed a 
under his name as a consulting 
display and related lines. 

Edward J. Perrault, 
Fashion, Inc., Houston, 
display manager, was elected 
a vice-president of the store, named to 
the board of directors, and promoted to the 
position of general manager. 

George Heidt, Crowley, Milner & Co., 
Detroit, and Mrs. Heidt announced the birth 
ot a son, Frederick William. 

Sylvan Freund, president of the National 
Association of Display Industries, appointed 
the following committee in connection with 
the display research program planned for 
the organization: chairman, Albert 
Bliss Display Corporation; Ralph Adler, 
D. G. Williams, Inc.; Hugh Horner, Nae- 
gele-Horner, Inc.; George Silvestri, Silvestri 
Art Mig. Company, and W. L. 
of the firm of that name. 

Robert Ergenbright was appointed assis- 
tant display manager for Kerr's, Oklahoma 
City, following his resignation as display 
head of Harbour Longmire Company. 

First prize in a national display contest 
sponsored by the Countley Company was 
won by Duke Kerstein, display manager 
Stromberg’s, Albuquerque. 
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Store Directory & 
Bulletin Boards for 
Better Selling! 


Acme board create 
impulse buying with its depart- 
mental listings and your adver- 
Write today for Acme's 

"Selling Through 
and the latest cata- 
log on directories and bulletin 


ACME BULLETIN 


37 EAST 12th STREET e NEW YORK CITY 3 





COMPANY 
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STAR MANNEQUINS, P. 0. Box 5, N.Y.C 11 
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HAND BRUSHED SKINTONES 
for that Elegant Look! 
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After a year as display director for the 
Lindner Coy, Cleveland, Richard Davis an- 
nounced his resignation. 


Tony Cipolla was appointed display di- 
rector of Halle Brothers, Cleveland, aitter 
leaving a similar position with LaSalle & 


Ke ch, Toledo. 





Century Lighting, Inc. 


Announces "Aura-Lite”’ 
A new lighting instrument which delivers 
warm, natural white light to the point-ot- 


sale level and still permits the introduction 


of any color into the down-light has been 
placed on the market by Century Lighting, 
Inc., 521 West 43rd street, New York City 


36. The new unit is called the “Aura-Lite” 
and is said to provide a sense of color depth; 
of color glow in the atmosphere; 
extremely low brightness and lack of glare 
in normal viewing angles; dominant 
of directional white light tor broad, 
light coverage: a wide variety otf 
each matching the choice ot the displayman. 

The “Aura-Lite” is available in sizes trom 
60 watts up to and including 1,000 watts and 
for a variety of types of ceiling. 


a sense 
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Additional Duties 
For Schoonover 

Promotion manager the 
LeRoi Schoonover, who has 
director of Hovland-Swanson, 
He will continue to supervise 
has added the direction of the 
department to his duties. 
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FOIL PAPERS 


BASE METAL — PUFFING FOIL 








ALL COLORS 


ALUFOIL PRODUCTS CO., INC. 


15 FERRY ST., N. Y. 38, N. Y. 














FLAMEPROOFING 


FOR FABRICS AND PAPERS 


GIANT ‘< ‘L. ees 


INDUSTRIES INC. 
{ Filjon] 1211 East Fayette St., Box 122 
Syracuse, New York 
Write for litereture 





















USE THE 


EXCHANGE 
OPPORTUNITY 


Fer any WANT AD purpese: 
POSITION WANTED =POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$4.00 Per Celuma Inch— CASH WITH ORDER 
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BURLAP —16 Colors 
METALLIC MESHES 
TINSEL FABRICS 

VELOUR FABRICS 


Jobbers Prices 
Linen Theatrical Gauze — Fishnets 


Gross Mats — 3% x 6 feet 


VAN ARDEN FABRICS MNFRS. 
110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 














WHITE MICA 


SNOW 





FIREPROOF . . . REALISTIC 
SPARKLES LIKE Meal SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


79 PROSPECT ST. 
STAMFORD, CONN. 


CARDBOARD CUT-OUT LETTERS 


Redikut Letters for Exhibits, Posters, Signs, Dis- 

plays, etc. Available in nine popular sizes, nine 

standard colors and also the uncolored letters. 
Write for samples, brochure and prices. 


THE REDIKUT LETTER COMPANY 


185 North Prairie Ave. Hawthorne, California 











FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 

















SHOULDER COVERS 
Vinylite window-clear — vinyl — polythene. 
Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 














SUPERB 


Decorative Hardware 
Display Ring & Matching * 
Hooks in Brass or Chrome. 
Hundreds of Display Uses. 
W rite for Free Brochure 
ARTHUR V. LEONARD 
8944 Sagamore Road 
Kansas City 15, Me. 
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STERN'S, BERGEN MALL 
[Continued from page 10] 


department to the focal display cabinet, 
which bears the department sign against a 
paneled decor. A low display panel with 
tiered shelves set just inside the department 
along the aisle makes a suggested divider 
for the department and serves for additional 
displays, as well as backing for a row of 
chairs. The floor of the triangular depart- 
ment is carpeted in blue further to divide it 
from the adjoining traffic aisle. A low table 
centering the department has growing plants 
in a shallow container, with shoes displayed 
cartwheel fashion around the container. 

For an unusual column display treatment 
on the lower level in the drapery and bed- 
spread department, blue panels are attached 
by gold mesh fixtures and fan out into 
overhead decorations. Below these cappings, 
draperies are hung in soft folds concealing 
the entire column from cap to floor. The 
caps are blue, but the drapings are in pink, 
blue, and yellow, and serve not only to dis- 
play merchandise but add to the decor of 
the department. They serve other purposes 
as well: first they gain extra display space 
and, with beds dressed to complete the en- 
semble pushed adjacent to the columns, 
they encourage ensemble selling, to say 
nothing of heightening the interest on the 
selling floor. Interesting counter and dis- 
play units in the toy section on the same 
level are large drum-like circular tables 
which are selt-lighted. Canopies designed 
like shades are supported above each drum 
table on three white dowels. The 
have mother-of-pearl grain coverings in a 
pale blue plastic. Soft red panels with de- 
tails of gold trim the drum-like bases. The 
same red is repeated on the canopy top, 
while the panels are repeated on the ends otf 
stock cases in the department, as well as 
on the overhead panel to the doll section. 
Toys are arranged in displays on the top 
of the drum and lighted from their 
overhead canopies. 

Displays arranged on free-form island 
plattorms set along the main aisle on the 
floor create a permanent fashion 
The platforms have gold edges, and 
brass squares are inlaid in their white plas- 
tic tops. Each platform stands on slender 
legs and the displays are protected by low 
curved railings which decorate each end of 
the platforms. V-shape white panels deco- 
rated with imbedded glass balls are placed 
behind the platforms, concealing the support 
columns back of them. 

The millinery section on the second floor 
is a handsome shop with its own carpeting 
and decor. White stock tables are shaped 
both in round and in square styles with 
painted vertical grooves decorating the sides 
of both shapes. White fitting tables are 
built to girdle the support columns, and 
above each table is a decorative canopy of 
brass and white painted metal. A low wall 
decorated in white and gold separates the 
section from the aisle, and a white and 
gold planter placed in front of it adds a 
suburban touch. Behind the millinery sec- 
tion is the main shoe department, which has 
a dropped ceiling, paneled in vertical stripes. 
Display shadow-boxes in the shoe depart- 
ment have motifs of huge shoes as back- 
ground for the displays. 


cases 


tables 


second 
show. 


The bridal and better dress department is 
located just beyond the shoe section. A dis- 
play platform curves gracefully into the base 
of the support column at the entrance to the 
department. The column itself is white with 
stripes of gold crossing in diamond patterns. 
The platform is raised on an inset base 
which gives the feeling of a double deck, and 
the floor of the platform is inlaid with gold 
squares on white. White center strips fan 
out from a center light fixture, creating a 
canopy ceiling effect for the shop. Windows 
in the shop are draped with white and have 
pink valances that add to the general feel- 
ing of luxurious elegance. Pink-and-white 
furniture completes the setting. Mannequins 
wearing bridal attire are arranged on the 
curved platform. 

Up on the next floor, the Skyline restau- 
rant repeats once more the outdoors feeling 
created in the promenade corridor on the 
mall level with its air stream doors. A 
real fountain with water lilies growing in 
it is located in an arbor setting at the 
entrance to the restaurant. White wrought 
iron garden chairs flank the pool. As in 
many of the departments through the selling 
floor, columns again come in for novel treat- 
ment; here in the restaurant they are twined 
with vines to add another outdoor note. 
Tables are both round and square with tops 
of marble grained pink “Formica” and with 
white bases. Chairs are ice cream parlor 
type in brass with metallic plastic seat 
cushions of a maroon shade. Pink and metal 
chandeliers alternate with replicas of old- 
fashioned gas street lamps. And for an 
added note of elegance, the china used is 
pink. Beyond the restaurant is an open 
kitchen, behind a false building front with 
red and white cafe curtains over open win- 
dows and with doorways for the waitresses. 

Storewide, Stern’s is designed so that dis- 
play and decor combine to achieve the ulti- 
mate in modern merchandising, and with 
nothing to impede the flow of customer 
traffic. 


lvan K. Diehm, Sr., Dies; 
With Braunstein's 23 Years 

Services were held recently in Wilming- 
ton, Del., tor Ivan K. Diehm, Sr., who died 
at his home after a long illness. He was 58 
years old. 

For the past 23 years he had been with 
Braunstein’s, ladies’ apparel shop, where he 





headed display. During his career he won 
many awards in national contests for his 
work. He was prominent in Masonic cir- 


cles, and was a member of Temple Lodge 
No. ll, A. F. & A. M., and the Delaware 
Consistory. He was also active in the work 
of the Community Chest and the Red Cross, 
and was a member of the Silverbrook 
Methodist Church. 

He is survived by his wife, two sons, a 
daughter, a brother, and a grand-daughter. 


Jacobs & Levy, Richmond, 
Names Vincent Bryant 

Succeeding Julian B. Leath, who has 
joined an advertising firm in New York 
City, Vincent L. Bryant has been appointed 
display and advertising manager by Jacobs 
& Levy, Richmond. Previously he held a 
similar position with Ralph H. Miller, Inc., 
operating a chain of stores in Virginia and 
Maryland. 
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FIXTURES AND DESIGN 


[Continued from page 53] 


and respect. In fact, they have consolidated 
their position by publishing an excellent 
protessional journal. This is a very im- 
portant and necessary medium of mass com- 
munication, and it has great value in estab- 
lishing goals, standards, and methods. By 
periodically reviewing its accomplishments, 
it keeps all interested parties abreast of 
store construction and modernization. 
Prophecies: It is not easy to sum up the 
future of the department store. I hope 
that my analysis of the various aspects in- 
volved will have expressed to you what I 
think lies ahead for our future. There is 
however, recent development that I 
want to talk about because it is of crucial 
importance in the growth of the new and 
complex department store —I am referring 
to the discount operation. As cheap, as 
crude, unstudied as are most discount 
house installations at present, they are ob- 
viously serving and satisfying a huge market. 
The department stores are becoming more 
and more aware of this competitor's place 
in our economy. As you know, they have 
tried to fight this new kind of competition, 
but I believe that they soon will begin to 


one 


as 


change their tactics. Instead of fighting 
them, they will, to a certain extent, join 
them. I believe that in the near future the 


department stores will appropriate many of 


the philosophies and even the _ physical 
aspects of the discount house. 

Don't let this horrify us too much. I! 
honestly believe that this market is a real 
challenge to us to be met with clever, 
attractive and economical design. Just 


recently our office was commissioned simul- 
taneously by several department to 
analyze a program and create a new type 
of store that will be a combination of depart- 
ment store, super-market, and _ discount 
house. 

Just because it is economical, it need not 
necessarily be cheap. It must certainly be 
well-designed and styled right to appeal to 
a whole new breed of shoppers. But though 
it 1s economical, it still must wear well — 
both in appearance and in structure. I think 
that in many ways this challenge is part 
of the whole picture, closely allied to the 
other challenges I outlined in my remarks 
about metals and plastics and new methods 
of fabrication and installation in general. 
And I have every confidence that store fix- 
ture manutacturers will be ready and able 
to answer this challenge. 

Conclusion: Finally, I would like to draw 
your attention to the most important aspect 
of store fixture design and manufacture 
which, in zeal to trace technological 
trends, we might easily overlook. Of course 
I mean quality. No matter what materials 
or what methods we use, integrity, good 
workmanship, and controlled standards must 
never give ground. 

As long as our overall requirements stem 
from the human being and his functions we 
must offer him the highest products of our 
human endeavor. Requirements of economy, 
which we know are becoming increasingly 
rigorous, can not alter requirements of good 
workmanship. I am certain that store fix- 
ture manufacturers, as traditional exponents 
of excellence of workmanship and good taste, 
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TRANSPARENT OAK 





for the 


DISPLAY SUPPLY 
HOUSES 


Get our sample with prices 
° 
Orders filled promptly 
° 


FLORIDA LEAF & FERN 
COMPANY 


W. C. & T. S. RUMBLEY 
SANFORD, FLORIDA 








will continue this tradition faithfully and 
fondly, no matter how revolutionary the 
trends may become. 





Steinberg, Filene’s, 
Visiting Europe 

Julius E. Steinberg, 
Filene’s, Boston, left on May 29 for a 
month's trip to Europe. He will shop dis- 
play centers in Germany and Italy and visit 
cultural and historic sites for display effects 
adaptable in this country. 

A highlight of the trip will be a five-day 
visit to the Brussels World's Fair, 
he will join Harriet Wilinsky, sales manager 
of Filene’s. The store was one of five invited 
by the U. S. State Department to create a 
characteristically American display window 
as part of the American Pavilion’s “Street- 
scape, USA.” Steinberg will also visit Paris, 
Rome, Florence, Milan, Frankfort, Nurem- 
berg, Amsterdam, and London, returning to 
the United States on June 24 for Display 
Market Week in New York City. 


display director of 


where 


Diehl Resigns Position 
At Sommer & Kaufmann 

Elmer C. Diehl has resigned as display 
director for Sommer & Kautmann, San 
Francisco. His tuture plans will be an- 
nounced soon. 








SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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Wood letters for interior displays and 
directional signs. ..all styles and sizes 
in stock ready for immediate ship- 
ment. Write for catalog, price list. 


SPANJER BROTHERS 
1160 N. Howe Street, Chicago 10, Ill. 
Halsey Road, Parsippany, N. J. 




















CREDIT AND COLLECTION 
SERVICE TO THE 
RELATED DISPLAY INDUSTRIES 


251 West 42nd Street New York City 36 











USE THE 


Opportunity Exchange 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 





61 



































FINE 
MANNEQUINS 


We carry a large stock of the 

finest mannequins made. Male, fe- 

male and children in various poses. 

Second-hand but as good as new. 
FOR SALE OR RENT 


At Reasonable Prices 


We also have all types of 
mechanical displays 


Metropolitan Mechanical 
Display Co. 


50 WEST 22ND STREET 
NEW YORK 10, N. Y. 








FEATHERS 


Ostrich, peacock, pheasant, marabou, etc. 
Hundreds of different type feathers in stock 
at all times. 


HOLLYWOOD FANCY FEATHER CO. 
319 S. Spring Street Los Angeles 13, Calif. 











DISPLAY TURNTABLES 
® Heevy Duty _— @ All Stee! 
SIZES FROM 34” UP 


Write for free illustrated folder 


AMER“STAGE EQUIPMENT 
805 £.134 St., Bronx 54,N. Y. 











WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
= ee 





R P DECORATIVE FOILS 


Rk P anded Aluminum Foil, R P Ex- 
panded Pi ifing Foil, R P hy nexpanded Foil, 
R P Nor 1-Expandable Foil, R P Base Metal 


Write for + art 


RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 10, Wisconsin 








AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 











Muhattcn 


wood letter co. 


taecornrpoRrm aves 


151 WEST [8th a, NEW YORK Ii, N. Y. 





THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 
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Vertical 


~ all merchandise will lend itself to 

Ne of vertical display space to 

good advantage. Where it does, how- 

ever, the result can be a most effective win- 

dow or interior display. Presented here 

four such examples from Belgium, 
Netherlands, and Germany. 

First is seen a display tor men’s shirts, 
done by Heinrich Offergeld, Kaufhof, M 
Gladbach, Germany. Twenty-four shirts are 
shown, half of them in the conventional 
arrangement on fixtures, and the other halt 
using the entire expanse of the left wall 
and part of the upper background. Note 
that the angle formed by the pair of com- 
passes is picked up in the arc tormed 
the shirts on the sidewall. 

The second display 
end, Kaufhof, Mannheim, 
turing fabrics in colorful patterns, 


use 


are 
the 


by 


(sunter Babhr- 
Germany. Fea- 
the but- 


was by 


pace 


terfly was a natural prop, the extended 
wings using vertical space to excellent ef- 
fect. The feminine body of the butterfly had 
arms extended to display still more yard 
goods. 

The photograph of the display of corsets 
on dark mannequins was sent in by Les 
Ateliers et Studio Novita, Brussels, and 
shows part of an interior setting. The en- 
tire treatment is one of a vertical nature, 
with the lighted central column and the 


overhead circle, draped in fabric, setting off 


the figures and the merchandise 

The final photograph shows a display 
of table ware, done by L. Brusse, Becht, Inc., 
Den Hague. Note that the table is slanted, 
as iS sometimes seen in paintings by the 
old masters. The air of elegance desired 
was achieved by the elaborate chandelier 
and the painting in the background. 
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TOP AGGRESSIVE 
DISPLAY DIRECTOR 
Wants Challenging Position 
18 years’ experience, 12 in last 
store. Strongly qualified in all 
phases dept. store display: 
windows, interiors, design, 
color, sign shop, store plan- 
ning, budget control, personnel 
development. My resumé at 

your request. 


Address BOX 7CD 
Care of DISPLAY WORLD 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 

cellent opportunity; permanent position. Write or phone: 
WOLF & VINE, INC. 

225 S. Los Angeles St. Los Angeles 12, Calif. 
Phone MAdison 6-4737 


POSITION WANTED—Prize win- 
ning display manager—exc. card- 
writer, desires immediate change to 
position with men’s and women’s 
quality apparel store or dept. store. 
Exp. all phases of display ... cre- 
ating of backgrounds. Photos—ref- 
erences on request. Pref. mid-south. 
Address Box 7HK, Care of DW. 








WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
and attractive position. Write or plione: WOLF & VINE, INC., 
rah Los Angeles St., Los Angeles 12, Calif. Phone: MAdison 


FOR SALE 
Silvestri Xmas Animal Choral Group 
Excellent condition. refurbished in 
1957. Will sell $1,500 f.0.b. Phoenix. 

Contact: 
DON POARCH 
Diamond’s Park Central 
Phoenix, Ariz. 











FOR SALE 
Real Traffic Stopper 


FULL SIZE SANTA CLAUS 
playing the piano electrically. 
Formerly used at the J. C. 
Penney Store, Cincinnati, O. 
In good condition. Reasonable. 
For further information 
write to: 


FRANK E. McAVOY 
McAvoy Music House, Inc. 
122 West Church Ave. 
Roanoke 2, Virginia 


OUTSTANDING VALUE! 
Six Animated Window Scenes 


illustrating Children’s Prayers and Carols. Total: 
10 children, 24 animals. Made to order for the Remick 
Co. by Silvestri in 1957. Used two and one-half 
weeks. Excellent mechanical condition. 
tion and photographs please contact: 


BERNICE MELDON 


REMICK’S OF QUINCY, Quincy, Massachusetts 


For informa- 





FOR SALE 


Silvestri’s Christmas in many lands. 
Six units of traditional Christmas 
customs of other lands. Beautifully 
dressed figures, mounted on turning 


music boxes. Used only once, in 
perfect condition, at a fraction of 
their original cost. Also, several 


units of exquisite Rocuco Rose 
Christmas trims. For information, 
write: 


WALTER DILLE 


NEUSTETERS 
Denver, Colo. 








A GOOD 
DISPLAY 
SALESMAN 
WANTED 


One ot the leading houses spe- 
cializing in flowers, foliage, 
set pieces and related items 
wants a_ representative to 
cover California, Nevada, Ari- 
zona, and New Mexico. Must 
have car. No objection to non- 
competitive line. Excellent 
commission. Give age, present 
employment, and family status. 
All replies will be kept in 
strictest confidence. 


Address Box 7BC 


Care of DISPLAY WORLD 





SALES REPRESENTATIVE WANTED 
FOR SOUTHEAST COAST STATES 


One of the most progressive manufacturers of seasonal 
display units and novelties seeks one salesman with good 
tollowing in Southeast Coast States, plus Virginia and part 
ot Kentucky. 
ord, initiative, good appearance and stability need apply. 
One of the most liberal commission basis in the country, or 
We are 
complete manufacturers of floral, wrought iron, fine wood- 


Only a man with experience, high sales rec- 


salary and commission when you prove yourself. 
work, and vacuum-formed plastics. All the above are com- 
pletely manufactured in our 30,000 sq. ft. mid-west manu- 
facturing plant. 
mediate action. 


Christmas now ready and requires im- 


HULSIZER’S 
422 East Grand Ave., Des Moines 9, lowa 


SALES 
REPRESENTATIVES 
WANTED 


Old established firm will offer ex 
clusive territories on a generous 
commission basis. Exclusive cus 
tom-made displays for window dis 
play, post trim, and interior ledge 


trims. Sketches furnished to pre 
sent this beautiful line tor each 
season. Has been selling exceed 


ingly well in department stores and 
large specialty shops in New Eng 
land area, for many years. Now 
covering Maine, N. H., Mass, R. I 
We are now expanding our cover 
age and we need aggressive sales 
men to cash in on this untouched 
field now for the Christmas Season 
ahead. Would not conflict with 
present line, 


Address Box 7EF 


Care of DISPLAY WORLD 











FOR SALE 


Silvestri Snow People 

Circus Window 
15 animations plus assorted 
clowns and vendors. Complete 
platform setting with three 
dimensional grandstands and 
backgrounds. Original cost — 
$8,000; will sacrifice to fit your 
budget. For photos and de- 
tail, contact: 


A. MARKUS 


THE WHITE HOUSE 
San Francisco 








REPRESENTATIVES WANTED! 


Responsible, experienced, and well-qualified. For established 
territories: Southern States, Illinois, & Western States (except 
states of Washington, Oregon, Idaho and Montana). We manu- 
facture complete lines of high quality ftoliages, Decorative 
Flowers, Floral Units, Settings, and import a wide variety of 
Display Novelties for department stores and better specialty 
shops. We are members of the N.A.D.L., well known, and estab- 
lished since 1941. No objection to non-competitive lines. Please 
state experience, recommendation, and full particulars in first 


letter. 
; Address BOX 7AB 


Care of DISPLAY WORLD 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS 
WILL BE FOUND 
ON PAGE 64 
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Used MANIKINS $10 


2-Piece Complete—as is. Crat- DISPLAY MEN DISPLAYMEN 


ing charge $2.50, F.0O.B. New 


York. Qualified men needed in all sections of the country. We place wee srames pase 2g needed 
all over the country. Enroll 

MADISONIA more display men than any other office. Send complete resume now in the only thorough, pro- 
152 W. 25th St.. New York 1, and advise concerning salary requirements. No charge to appli- fessional. accelerated course 
N. Y., Chelsea 3-1550 cant at any time. Present position fully protected. 


day or evening, offered in New 


Study Window Display At Home MONARCH PERSONNEL York City. _ Prepare now for 


well paying jobs. Free place- 


























E rood income. Easy h -study : : : : : - 
Bara go tt, ty ady Serving the retail field since 194: ment with leading stores. Our 
course for cne of your employees. graduates are in demand. 
All will find this course the finest ROBERT @ MOORE : 
of its kind. School hi ghly recom- ; Write, phone or come for in- 
mended and established in 1905. General Manager Retail formation. Registrations being 
The Koester School, Koester Bldg., . : : 
Dept. DW, 3710 N. Cicero Ave., 23 EAST JACKSON BLVD., CHICAGO 4, ILL. accepted now for the next 
Chicago 41, Illinois. course. Co-ed, Veterans. For- 
eign Students. 
WILL BUY 
Used or Out of Use F O R S A L E PAN-AMERICA ART 
MANNEQUINS 12 Silvestri mechanical windows, child's dream sequence. Sleep- SCHOOL 
Men, women, children. ing child dreaming of presents she would like Santa to bring her 316 West 57th Street 
Ne, eee ' tor Christmas. 2 mechanical tight rope walkers as Lord and New York City 19 
. — Taylor Unit. 2 mechan.cal trapeze unit as and Taylor Units -0064 
110 W. 30th St. New York 1, N. Y. Taylor Unit. 2 mec han cal trapeze unit as Lord and Taylor Units. PL 7 
PEnnsylvania 6-3585 Christmas Magic 
1 floating sphere—complete mech. 





snow princess waves wand synchronized 
magic jewels unit mechanized complete F O R S A LE 
ice pixie and magic hoops—mechanical 
snow princess and mystic globe 
enchanted Christmas tree—mechanical 
magic water 


Sales Representatives 
Wanted 


Natural Preserved Foliages 
Exclusive territories on a generous 
commission basis. We are one of . ; Will sel] for $2,000.00. 24 Units, 
the largest growers of cultivated ice castle—plastic Silvestri’s “Christmas in the 
greens in the country, and we pre- No. A ice panels—plastic formations Cc ” Excelle ~—ieiiel 
serve over 35 different types of 8° 6” x 3’ ountry. xcelient condition. 


foliages of every tyr ¢ of design and Will sell all or part at half 
shape to meet many display require- No. B ice panels—plastic formations price. Pictures available for 


ments. We need aggressive cover- 4 6” x 4 hoth Contact 
Te ‘* 1 ae! 5? r ; ° ? . i) al . 
age in the department store and 11 large white mechanical dogs 


display jobber t: rades. 50% off, or better, original cost. For photographs, prices and MR. R. SCHULTZ 


RAINBOW COLOR & CHEMICAL 
Cc 


13 Units, Silvestri’s “Christmas 
is Magic.” Very good condi- 
tion. Originally cost $7,059.00 


el el ee 


rh 


~~ 


O., INC. details, write or call DISPLAY DIRECTOR. Display Director 
Box 31 O’Neil’s, 226 South Main St. 

















FOR SALE We Need A ° . 
‘it “ SALES REPRESENTATIVE || WyI]] INVEST 2 Animated Christmas 
Littlest Angel (dur eggs any, which is recognized Displays 
Christmas Displays = {| fai“ wants a trustworthy sales | | woutg 1 | By Silvestri 


Would like to invest $20,000 


Nine motorized action units 2 +a haga eho Po Rigeew ale pier ; lad has ; 14 piece angel orchestra with 
4 e gin and sections of Ohio an in estabdlisnec qisplavy fixture nehr ‘7° 2 _ 
in brand new condition. Tre- Kentucky. Our line of flowers, set ; ; pial synchronize r. Is dolls of all 
mendously appealing story pieces, and similar material is well business on either active or in- nations. All in excellent con- 
series. Complete with color- established as one of the best. We active basis. Write giving full dition and ready tor use 
- sor: - want a man who can be relied on . > -_ 2 tai 
sound film of “Littlest Angel to do a good job. Fine commission particulars. i hotos on re Dri t. ran eave 
- . . . : ey" ~ me < . a ae =) ¥ »* , Pa « 
story tor school, institution Write in confidence, giving full de- lor space. rice greatiy re 


tie-up. $3,800 display for i gee Layette daaptron ote “ig at wal one 

$1,000, i The Book Shop, Inc. 
CARROLL HOUSE py i BOX 7DE Care of DISPLAY WORLD |] 536 Main St., Fitchburg, Mass. 
Williamsport, Penna. Care of DISPLAY WORLD Care of Mr. Nick Krysil 
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| The new 
: Showcard Machine 
Model MA-52 


Prints all sizes 
to 25. x 35 King of the Showcard Machine line, this model 
™ es . MA-52 is big news in several important respects. 





Its size alone puts it in a class by itself. It handles 
work up to 25” x 35”—and that’s larger than full sheet cards. 


An entirely new carriage design makes operation smoother than ever. 

New toggle arrangement automatically raises impression roller from the work 

when carriage is returned to position. New pressure adjustment lets you dial instantly 
the exact setting required for varying thicknesses of paper or card stock. 


Retained in full are all the basic advantages of Showcard Machines: the fast 
type-setting; complete freedom of layout and color; wide selection of type faces; 
and a sweeping 5-year guarantee. 


; a 
mvesTIGATE 


This new Model MA-52 is a big bargain too. Before you buy any 
sign writing equipment see how much more your dollars buy in BEFORE You 
Showcard Machines. There are models for all needs. INVEST 





imc et Acquainted with 
we 8 60»| RIMLok 


U.S. PATENT No. 2810598 


The NEWEST LINE OF DISPLAY EQUIPMENT ON 
THE MARKET! It has been designed for economy, 
efficiency and functional beauty, with remarkable 
savings in installation costs. 





Whether you are planning a new store or remodel- 
ing, it will pay you to investigate TRIMLok NOW! 


TRIMLok MODULAR METAL WALL SECTIONS 
FEATURE ... Speedy Pre-Fab Set-Up .. . Simple Level- 
ing Adjustments .. . Connectors To Allow Various Lay- 
outs ..Wide Variety of Brackets Hangrails and Shelves 
. . . Quick Easy Change-overs . . . With or Without 
Lighting Cornices. 











TRIMLok 48” and 63” HIGH CONVERTIBLE GON- 
DOLA RACKS! Equally adaptable to all soft and 
hard lines. Today's most effective and flexible floor 
merchandising fixtures. 














Just a few of the new TRIMLok items are shown in this ad. 
WRITE FOR YOUR FREE COPY OF THE NEW TRIMLok CATALOG. 
USE THE CONVENIENT COUPON BELOW: 








SUIT MERCHANDISER 








Special Garment Rack 
manufactured for 
Cain-Sloan Stores, 
Nashville, Tennessee, 
to their architect's 
specifications. 








AMERICAN FIXTURE INC., 2300 Locust St., St. Lovis 3, Mo. 


[] Please mail me new TRIMLok catalog 


[] Please have representative call 


American Fixture Inc. Wee 


2300 LOCUST ST. ST. LOUIS 3, MO. ATT. OF 








CHICAGO OFFICE: 220 West Adams St., Chicago 6, Illinois ADDRESS 
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